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Ahoy, 
Landlubbers! 


I’ve come ashore to help you sell Rope 
I am 


Cap’n Mark 


and the Rope I’ll sell for you is 


Columbian 
se tc ; é Tape-Marked 
a | , “— Pure Manila Rope 





Tape Marner 


I’m an old, grizzled and bewhiskered 
son of a sea-cook, but nevertheless I’ll 
look real good in your front window 
and will attract more attention than any 
rope window trim you ever had. 





“Pol” and I will put Columbian Rope 
on the main deck in your community 
and I will point out the new red, white 
and blue surface markers which appear 
in all Columbian Tape-Marked Rope */,” 
and larger in diameter. 


After I have served my purpose in 
your windows, I will eontinue to help 
you amidships in your store by calling 
to your customers’ attention the fact 
that you sell Columbian. 


The Columbian Rope Company will 
ship me, free of charge, to any dealer 
who sells Columbian Rope. Ask for 
Cap’n Mark and give the name of your 
Columbian Jobber. 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y., “The Cordage City” 


Branches: New York Chicago Boston New Orleans 
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“(GENUINELY SATISFACTORY 


Century-old Buffalo Supply House 
so describes its relations with Greenfield 





Beals, McCarthy and Rogers of Buffalo have 
had one hundred and two years of mill supply 
experience—they are known throughout the 
industry as a progressive house—they have 
built their business on the solid foundation of 
dependable merchandise and speedy deliveries. 
Greenfield is glad to number this Buffalo house 
among its “star” customers and judging from 
this portion of a recent letter Beals, McCarthy 
and Rogers are satisfied to do business with 


Greenfield. 


“|... I can honestly say that I know of no 
one with whom our 
relations have been 
more genuinely sat- 
isfactory and enjoy- 





able. I think that we rey ISSA Spon. STEEX 2 


people who have 
been many years in 
the mill supply busi- 
ness look upon 
Greenfield as an in- 
stitution as well as a 
mere manufacturer 
of tools. é 
New York: 
15 Warren Street 
Chicago: 
13 So. Clinton St. 
Detroit: 
228 Congress St., W. 


BEALS McC 








Your salesmen and your customers know 
Greenfield. To all buyers and executives of 
mill supply and hardware jobbing houses we 
say this, “Concentrate your small tool purchases 
with Greenfield.” Ata price no higher than for 
goods of equal quality you obtain (1) Green- 
field prestige, (2) Greenfield cooperation with 
your salesmen, (3) the economies that buying 
from a single source brings—one order to 
place, one shipment to check, one line to cata- 
log, one invoice to check, one bill to pay. 


Ask our representative to discuss concentrated 
buying with you. He 
will explain our 
plan for increasing 


ye ema ROGERS 
LARD WARE your. small tool 
” nw wee YORM eis S ~ 

gsr Orr” a profits. Let us send 


you a copy of the 
new Greenfield cata- 
log No. 29, showing 
our complete line of 
screw plates, taps, 
dies, gages, pipe 
tools, ete. 


Canadian Plant: 
Greenfield Tap & Die 
Corp., of Canada, Ltd. 

Galt, Ontario 


H.A. Mar. 28, 1929 

















U. S. A. Entered 


as second 


H LRDWARI 1GE, published weekly by the JRON AGE PUBLISHING CO., 239 West 39th Street. New York. N. Y., - d } 
class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. 8S. A.) $3.00 per year. Single copies 
25c. each. Vol. 123, No. 13. 
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The Greenlee Background 
and What It Means 


HEN we tell you that Greenlee has built high-grade 

woodworking machinery for over half a century, it may 
not interest you. But when we add that during most of this 
time Greenlee has manufactured mortising and boring tools 
for use in these machines, you may become interested, because 
it is easy to connect such boring tools with auger bits. 


And when you learn that mortising and boring tools re- 
quire the best grades of steel, special machinery and expert 
workmanship in order to meet their exacting needs, and that 
all this was available when the manufacture of hand tools 
was taken up, you naturally feel that Greenlee tools started 
off with an excellent background, a foundation which has 
done exceedingly well for over 25 years, making Greenlee the 
largest producer of bits and chisels in the world. 


It simply bears out the statement that the quality of an 
auger bit, a chisel, a bit extension or a draw knife is dependent 
upon the plant behind the product, upon the materials used, 
upon every manufacturing operation, and upon the final in- 
spection. And when this is of the highest character, that 
product’s quality is established. 


If not familiar with the Greenlee line, we suggest that you 
investigate it. You will find it a great help in concentrating 
your buying. Ask for catalog No. 29. 


Sales Offices and Warehouses 


New York: 126 Chambers St. 
Boston: 34-38 Binford St. 
Philadelphia: 240i Chestnut St. 
Canada: Richardson & Bureau, Ltd., 
278 Craig St. West, Montreal 





























Tools that 
Stay Sold- 
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You Will Find America’s 
Leading Toy Lines at the 


Chicago Toy Fair 


April 15th to 27th 
Two Weeks 





The newest and best in America’s Toydom await 
buyers who visit the biggest and best Chicago Toy 
Fair ever held. The leading manufacturers of 
every variety of toys, dolls and games will display 
their latest offerings in Chicago’s three most ac- 
cessible hotels. 


Remember that the Chicago Toy Fair lasts only 
two weeks—make a note now of the opening date 
and plan to come to this great showing of 1929's 


best selling playthings. 


EXHIBITS AT THE 


Morrison Hotel 
Palmer House 
Hotel Sherman 


CHICAGO TOY FAIR ASSOCIATION 


Office of the Secretary Reserve Your Seats for 
221 West Madison St. THE BANQUET 
Chicago, Ill. Wednesday, April 17th, 1929 
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AMATEUR MECHANICS WILL BUY 
ALL OF THESE DISSTON TOOLS 





Files for the Metal Worker 


Every kind, size and style. A Disston 8-inch 
Mill File, bastard cut, is fine for sharpenin 
axes, lawn mowers, garden tools, and genera 
work in the home and shop, Excellent for 
finishing metal surfaces. 25 cents each, 





Hints on Using a Hack Saw 


For cutting pipes, bolts, nails, curtain rods, 
etc, Strain blade tight. Cut on forward 
stroke. Disston No. 3614 Hack Saw Frame 
takes 8” to 12” blades. $2.10. Blades, 
8”, 55c doz.; 10”, 65c doz.; 12”, 75¢ doz. 


“The Saw Most Carpenters Use” 
The two handiest saws for the home work- 
shop are the 26-inch 8-point for cross-cutting, 
and the 26-inch 514-point for ripping. You 
will need these on almost every job. The 
popular “D-8” Lightweights cost $3.45. 





Handiest of All Small Saws 


The Back Saw, with fine teeth and stiff back 
enables you to do smooth, accurate cutting of 
mitres, grooves, etc., for making furniture, 
picture frames, etc. Disston No. 4, 12” size, 
8” under back, 14-point, costs $3.00, 





For Finishing Wood Surfaces 


For giving a fine finish to your work, remov- 
ing paint, etc., use a Disston Acme Cabinet 
Scraper, made of Disston Saw Steel. Made 
in all needed sizes, 244” and 274” wide and 
5” and 6” long being standard. 25c and up. 


On Your Power Saw Outfit 


With a Disston Circular Saw you can do 
better work, Disston Steel and Temper make 
a saw cut easier and stay sharp longer. There 
is a Disston Saw—cross-cut, rip or combina- 
tion—for your outfit, Made in all sizes. 








DISSTON HELPS. YOU 
BY CREATING DEMAND 


The Disston Saws, Files, Cabinet 
Scrapers, etc., shown above are 
being advertised steadjly, month 
after month, in the magazines, to 
create new customers for you. 

Every one of these items is 
bought liberally by handy men, 
who want DISSTON because 
they know what the name stands 
for on a saw, tool or file. 





MORE SALES FROM 
WINDOW DISPLAY 


A Disston Back Saw in your 
window will catch the eye of the 
man who has been reading about 
it and he will come in to buy. 

The Disston No. 36%4 Hack 
Saw Frame also belongs in any 
display of mechanics’ tools, along 
with Disston Cabinet Scrapers, 
Files, Circular Saws, etc. Show 
them—and sell more. 











Disston Temper 
with Disston Steel and 
Workmanship Made the Disston Reputation 


HAVE YOU THE LIST OF 
NEW DISSTON HAND SAWS? 


It shows the seven Lightweight 
(ship pattern) Saws and eight 
Regular Pattern 
(standard width) 
Saws which make 
up the new line 
of Disston Hand 
Saws, the most 
beautiful and most 
useful saws ever 
made. 

The list shows 
the lengths, styles 
and points in 
which these faster selling saws are 
made. These features will in- 
crease your sales and your profits: 


Greater beauty. 
Lighter blades. 
Narrower blades. 
True-taper grinding. 
Thin, yet stiff. 
Higher polish. 
Striped backs. 

New handle designs. 


Weatherproof finish 
handles. 


Get the new list; mail the coupon. 


! Henry Disston & Sons, Inc., 
: Dept. 1, Philadelphia, U. S. A. 
Please send “The Standardized 


List of the New Line of Disston : 
Hand Saws.” 


) ee 


Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. Canadian Factory, Toronte 
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atsells 


because it’s better 
— for every purpose 


ACH year more and more Dealers sell 

U. S.Poultry Fence exclusively. For, it alone 

fulfills every requirement and meets every 
demand of their trade. 


It enables them to reduce inventories .... gives 
them a quicker turnover.... increases sales and 
profits. ... discourages price competition. 


U.S. Poultry Fence is continually outselling all other 
netting for every purpose. Its superior design and 
straight-line construction make it in universal de- 
mand for poultry parks, tennis courts, stucco rein- 
forcing, cages, kennels, trellises, cribs, machinery 
guards, play-grounds, gardens, stock rooms, and 
the score or more other uses to which it may be put. 
U. S. Poultry Fence is sold ONLY through the regular whole- 
sale and retail trade. If you are not familiar with U. S. Poul- 


try Fence, write today for a miniature sample roll. Please 
address, Dept. HA, 


Indiana Steel & Wire Company 
Muncie, Indiana 
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KE! PATENT ADJUSTABLE 
HUMP GUARD PIN 


“IT STAYS PUT” 


EASEL LOCKS 
PATENT UFT UP 


APPLIED UBAR TO 
FOR CLOSE 


STERLING WOODENWARE CO. 
Sterling, Il. H. A. 


Gentlemen: 

Please send complete information and prices on 
the “Crakerjac” stretcher line and tell me how I can get 
a counter Model Free. 
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HIS WILL BRING 
THEM IN....... 






23 Cents 


A a= 






pedigree 


iy WADE 8 BUICHER 








This Announcement Will Reach 


6,871,293 People 
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. WADESBUTCHER 
-—~$Pt-ECHAF : 
Curved Blade for Your Razor 


lea Biv ibe-wale). 





~~ Zs 
A PATENTED BLADE wn with Unique Features 


-....and BS ES = 
this == 





—>~@ 
CURVED bit | 





ADE = Burcues R 


CURVED by 
Lee cess ADE 


Will Sell 
Them 


| WADE & BUTCHER 
© »» SPECIAL TF 
Curved Blades 


One of these counter cards will hook your 





Mo 
@ dE & Ore 
VED 9 


—_ LaDe 


store to the gigantic National Magazine Cam- Done: 
° ° ationally 

: paign now being conducted by the Wade & jdeamemmme 
4 Butcher Corporation. Every single blade you yu a water—it's a 
i sell is sure to bring a quick re-order for a pack- heavy, curved double 
é age of five or twelve. double edged _hoe-type 
3 : ors oO ype 
show Mad f the 
ONE BLADE TO A PACKAGE highest grade razor steel, 
thre t s s 
24. BLADES ON CARD ordinary” water ‘blade. 
urved in the hardening, 
oil ate 
Costs You $1.00—You Sell for $2.40 a Leapwes, ang low 
USE THE COUPON —e 


WADE & BUTCHER CORPORATION, Jersey City, N. J. Factories: Jersey City, Paris, Sheffield, Toronto 


CS = Se of A A 


WADE & BUTCHER CORPORATION, Jersey City, New Jersey 
= ee? ee "Address for Canada: 50 Pearl Street, Toronto, Ont. 


"Plane thip me d of Wade & Butcher Picved. Blades at $1.00 per card: 
s5 Senielet of Twenty-four single blades individually to retail at 10c. each. 
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F . 
& HE nail set automatically 
centers itself over the nail. 
Saves time, saves fingers. Will 
not mar the wood. One blow ; 
sets the nail! : 
; 
+ J 
; 
. iy Pe $ 
~ - ee 3 
2 - * 
“ 3 
ow 2 
3 
% 
: F $ 
a 
S 
3 
. 
; 
SELF-CENTERING | 
? 
3 $ 
: NAIL SEI | 
; 3 
; ; 
: © : 
; ? 
ERE’S a new tool that all me- ; 
; chanics will want to add to their 3 
3 . tool kits! A self-centering nail ; 
$ , set; it works exactly as it is named. 3 
: | eo Tool-Steel q Drive the nail within safe clearance of 3 
ae ai — q the wood, cap the conical shaped nail ; 
J 2 Spring. i (2) set over the head of the nail, drive 2 
y J Conical wht Gin another blow with the hammer— 3 
pi cantons nell ott on and the nail is set! , 
Fp nail head automatically. bien . ; ; 
y A, -Gap shaped point 0 ft all fo This ingenious device saves fingers, , 
ye car Gabe kD saves time, and saves the finish. It will ; 
A 4 
4 oO -Knurled Outer Shell of Pol- not mar the wood. ; 
* 5 
ee Steel. Hundreds of retailers are already ; 
oad Se = featuring and selling the ; 
place. TESTED Self-Centering 2 
NAIL SET. This little tool ; 
is going over big! The handy ; 
coupon will carry your re- ; 
j 3 quirements back to us. We’ll ; 
| 3 ship through your job- ; 
5 5 ber. There’s nice ; 
; ; profit in this 2 
; COUNTER CARD quick sale item for 3 
§ Six TESTED Self-Centering you. o3 
; NAIL SETS packed with at- ; 
; tractive counter display card. 4 
: — a tool a for — 2 
er’s price $2.00 per car $ 
3 of six Sets. Dealers place the vc Tool ; 
3 card complete on their orks, Inc. 3 
counters and sell - six Evansville, Indiana ; 
Sets for a total of $3.00. Yes,—~send 
betcha Send the coupon NOW: TESTED NAIL “SET "seman 
holding six Self-Cente > 
3 baseneicutgagetoaan Pegi No. 70.) ti te pre ; 
; EVANSVILLE TOOL WORKS, INC. aay ; 
; Evansville, Indiana  scrspantion, dcesourailit I LET oe ee ; 
Makers of the TESTED Brand pig re 2 
3 HAMMERS, HATCHETS, AXES, CHISELS, wr Hire Name... ec eee esc eccesescencnes ; 
3 SLEDGES, and AUTO REPAIR TOOLS ; 
; age RE ree a iD PET PELE 2 
sc chhmeoecncuatthn’ Moms SE ELLE CREE TT Ce ; 
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A Real . 


As One Jobber Sees It 


OU, the Retail Hardware Dealer, are vitally interested today th meeting 
a certain class of competition, particularly the competition of the 
Chain Store and the Mail Order House. 


We, The Geo. Worthington Company, being Hardware Jobbers, feel that 
you, who buy your supplies from us, have a right to look to us for 
aid, because our only excuse for existence is to make it possible for you 
to buy merchandise quicker, cheaper and more conveniently than you could 
otherwise. 


Now, granting that the Hardware Jobber has a very real and important 
part to play in the scheme of things, is he doing his part in helping you to 
meet successfully this new and growing competition? Yes, if he is supplying 
you with Special merchandise which you can put on sale in direct competition 
with the Chain Store, and, in addition, with quality merchandise which you 
can sell at a price and yet make a good profit. In other words, your Jobber 
must do more than merely supply you with 10c. store items. He must have 
goods for sale which will permit you to offer your customers bargains in 
good merchandise as well—a class of goods which CAN NOT BE DUPLI- 
CATED ELSEWHERE. 


The percentage of strictly Hardware items handled by this class of store 
on which you must compete is very small indeed. However, if you can 
not offer as good value on merchandise of this kind, people get the idea 
your prices are too high on your other lines as well. But—if you can offer 
standard, quality merchandise at prices which will convince even the most 
hardened “shopper” that you have “the goods”—then your place in the 
Community is assured. , 


The Geo. Worthington Company offers its dealers this service through 
the medium of its Anniversary Specials—Leaders which will make our Cen- 
tennial Year your Biggest Year. Ask our salesman for full particulars,. 


The Geo. Worthington Co. 
Cleveland, O. 
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The Vaainont flood destroyed f 





ILLSIDES covered with 
forest fared less badly. The reason is ob- 
vious. The interlaced roots of hundreds of 
giant trees, like the tightly twisted strands 
in the wall of Bull Dog Cord Hose, so 
strengthened the ground that it resisted 
the deluge. 

In ordinary kinkable hose which bends 
sharply and creases the tube, the water 
channel becomes affected with tiny fis- 


sures or surface breaks. Each one is a 





millions of farm acres, 


source of future trouble. The little fissures 
become cracks, then breaks,—the water 
seeps into the fabric wall and leaks begin. 
Once leaks have started, the end of use- 
fulness for a hose is in sight. 

Bull Dog Cord does not kink! It is the 
new garden hose that is really flexible. 
Being kinkless, the wear comes evenly at 
every point. It is the brand to push as 


the leader in your line. 











7 {product of THE BOSTON WOVEN HOSE AND RUBBER CO. 


CAMBRIDGE. MASSACHUSETTS U.S.A. 








HOSE "AS 





FLEXIBLE AS ROPE!" 
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FIRST WITH THE NEWS! 


The MAY SECOND issue of HARDWARE 
AGE will report in full the Southern 
Hardware Jobbers and American Hard- 
ware Manufacturers Association Conven- 
tion held at Edgewater Park, Mississippi, 
from April 22 to 25. 





This issue offers an unusual editorial 
background for your sales message. It 
will be retained for use as a ready refer- 
ence by many leading hardware dealers 


who will be interested in your message. 


Final advertising forms close April 23. 


Pi 
x 


Closing date for proofs «+ April 11. 


Regular space and color rates apply. 








HARDWARE AGE 


239 West 39th Street, New York City 
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Still Good 
After 24 Years 
Of Service 


Costs More 
Than Steel 
Wire Cloth, 
But— 
Returns 
More than 
the . 
Difference 
In Service 
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SHLOMO 





Customers have written us that WICKWIRE BRONZE Wire 
Cloth is still good after 24 years of service. 


This unusual service is the best proof of satisfactory wearing 
quality. WICKWIRE BRONZE is made from a special alloy 
of 90% Copper and 10% Zinc. The Zinc provides the neces- 
sary tensile strength, as well as the ability to resist corrosion, 
which rapidly ruins pure copper. 


Every operation from raw material to finished product is done 
under our own supervision. 


WICKWIRE BROTHERS 


Bronze Screen Wire Cloth 


is not affected by salt air, acids or gases. It never rusts. Roll 
after roll has withstood the severest climatic conditions. 


WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 
always made from Full Gauge Wire. It comes in 14, 16 and 
18 Mesh, in even inch widths 18” to 48”. 100 lineal feet to the 
roll. You cannot sell a more satisfactory wire cloth. 


Our Other Brands of Screen Cloth 


Cortland Black Enameled Cortland Gray-wick 
White Metal Finish Wickwire Premier ° 


All brands of Wickwire Brothers Screen Cloth will be furnished this 
season in rolls of one piece each, also all brands will be furnished, in 
addition to 100 lin. ft. rolls, in 50 ft. and 25 ft. length rolls, without 
extra 


Your jobber will supply you 
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Me ; ' fairly priced, is the most economical 











Quality First— 
Then Price 


EALERS should realize the econo- 
my of selling goods from the 
4, standpoint of quality rather than price. 
of : A product that is made well, then 


. .. to sell. Our Tubular and Clinch rivets 
: ' are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 

quality product on the market. 

“ee ad Pacific Coast Representative 

J. T. McDEVITT, 


Postal Telegraph Building 
San Francisco, California. 


Ofpproved / 


————by the keenest 


buying brains in the country 


TUBULAR RIVET é& STUD 
COMPANY 


BOSTON 


‘The largest 

factory in the 
world devoted 
to the manu~ 
facture of 
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Non-Rising 

Pins 
The small wing keeps 
the pin from turning 
when the door is 
swung and _ conse- 
quently prevents it 
from rising. 


No Hardware is Genuine FRANIZ i 


FrantZ ‘*‘De Luxe” Butts Are 
Made to Sell 





You'll find FrantZ “De Luxe” Butts are made with the same care 
and of the same quality materials that characterizes all FrantZ 


Products. 


That’s what makes them sell! 


Your customers want FrantZ Features—easy installation and long, 
satisfactory service—and you can afford to cater to them because 
FrantZ “De Luxe” Butts cost no more. 


There’s no better recommendation for FrantZ Products than the 


reputation the Products themselves have built. 





Proper 
Countersinks 
Screw holes are _ lo- 


cated to assure maxi- 
mum security. They 


‘are smoothly counter- 


sunk to fit properly 
the screws furnished. 


FRANTZ MANUFACTURING COMPANY 
Dept. H-729, Sterling, Illinois 
















Accurate Sizes 
Clean Edges 


Accurately cut to 
standard sizes. 
Blanked from cold 
rolled steel of uni- 
form thickness. Edges 
are cut clean and 
true. 





Rolled Pins 
and Nibs 


Pins and nibs are 
rolled from the finest 
of cold drawn wire 
to assure long wear. 
Both are _ smoothly 
rounded. 


Square 


Broaching 


The leaves slide to- 
gether easily and fit 
closely to make a 
smooth barrel. This 
is accomplished by 
square broaching. 



















Reamed 
Barrels 


Inside of the barrel 
of every loose pin 
Butt is reamed _ to 
assure easy removal 
and replacement of 
the pin. 


QUALITY Without the Red Label 
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Cheap paint 
Hum-Bucs 


| pl let cheap-price-per-gallon paint 
Hum-Bug get the profits on the big . 
int business of your town! Swat him 
with the facts of this cost chart! You can 
get more business by saving your customers 
hundreds of dollars on the 5-year cost of 
painting than the fake saving of a few dol- 
lars that cheap paint saves on first cost. 
Study the chart! Send for booklet, “Swat 
The Cheap Paint Hum- ea 
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PITTSBURGH iD ATE GLAS 


Paint, Varnish-and Lacquer Factories, Milwaukee, Wis. P ITISBURGH SS oe Je 


ccf Products 











YOUTHFUL 
CRAFTSMEN 


















Guaranty 


chase price. 


The whole family now uses ‘Rogers’ 


OYS, too impatient to wait upon slow 

drying finishes, find “Rogers” ideal 
for boats, skooters, wagons and many 
other things. 

Women and girls who never before 
attempted “artistic” things, are now doing 
exquisite work with “‘Rogers’’—the guar- 
anteed brushing lacquer. 

And the men folks, alive to the unusual 
saving of time and labor, endorse this 
amazing, modern finish for the numerous 
practical things found in any home. 

Dries while you wait 
No experience is required to use depend- 
able “Rogers.” Anyone can do it. You 
merely flow on the exquisite colors witha 
full brush. Right over old or new surfaces. 
“Rogers” quickly levels itself. Then it 














“ Money -Back”’ 


Try one can of Rogers 
Brushing Lacquer.Ifnot 
more than satisfied, re- 
turn what is left to your 
dealer. He is authoriz 
to refund the entire bur- 








MOTHER 
AND THE GIRLS 


THE A1AN 
OF THE HOUSE 











- 


actually “Dries while you wait.” Dries 

smooth, without laps or brush marks. 
Dries to a tough, porcelain- like hard- 

ness that wears and wears and WEARS. 


Choice of 26 exquisite colors 


Genuine ‘“‘Rogers’”’ comes in 26 exquisite, 
up-to-date colors. Also black, white and 
clear. In addition you can now get six 
new dark shades designed for outdoor 
as well as indoor use, and hard usage. 
iG ine ‘‘Rogers’”’ is sold by the leading 
hardware and department stores 
everywhere, in the familiar “‘oriental’’ con- 
tainer illustrated to the left. Every can is 
sold on our “money-back” guaranty. 
Detroit White Lead Works, Detroit, 
Michigan, Makers of Highest Grade Paints, 
Varnishes, Colors, Lacquers. 


—_ 
BRUSHING 


LACQUER 








ACME WHITE LEAD AND COLOR WORKS, Detroit - 


PENINSULAR PAINT & VARNISH CO., Detroit - 


THE SHERWIN - WILLIAMS CO., Cleveland, O. 


Also distributed and guaranteed b> -=_—_—_—————™ 
LINCOLN PAINT AND COLOR COMPANY, Lincoln, Nebr. : THE MARTIN-SENOUR CO., Chicago 
THE SHERWIN-WILLIAMS CO., OF CANADA, LTD., 


Montreal, Can. - LEWIS BERGER & SONS, LTD., London, Eng., aad Sydney, Australia. THE SHERWIN-WILLIAMS CO., London, Eng., and Sydney, Australia 


Rogers” 


VeCall’s, 


American 


SEE 


Weekly 


and Woman's Home Companion during spring, 1929. 


WHAT’S 


national advertising in four colors, in single pages, double pages and covers, will appear in Good House- 


 heeping, Cosmopolitan, Popular Science Monthly, Collier's, American Magazine, Better Homes & ¢ 


rardens,. Liberty. , 
Over 35 m 


Stipe . 


Ilion trie ssive 


ON THE OTHER 





: “Rogers” is a 


SUCCESS 


because the public 
. ‘likes it 


7 Over 15,000, 090 cans oil to date % 





ay 


People are - up to speed in® everything soy. Impatience— * 


the desire to get a thing finished and done—is in‘the air. No one 
wants to wait on "anything. , 


That is why Rogers Brushing Lacquer is such an outstanding 
success. It has the speed —yet it gives perfect results. 


It is applied and pebfectly dry in a fei, minutes. That's teiae 
people want. \ 


Sy % 





As a result,“‘Rogers,” the*proved success, is selling 
millions of cans per year—and getting better every’ oe % 


| 


Tie up with a’ proved success *). 
















Rogers Brushing Lacquer meets per- 
fectly the demand for a fast-drying 
general wtility finish. It is a success. 
Wholesalers are ordering in car- 
load lots. Dealers everywhere are 
making increasing sales and in- 
creasing profits. It is backed by the 
most outstanding edvextioing i in 
“‘paint-dom.” One of - 
the big four-color 
national ads is re- 











Every family in your community: 
is a prospect. And to display ity 
prominently is to sell it. If yeas 


Feature ‘“‘Rogers’’ for fast- diving’ pape? z 
utility needs of your market... Pepe cease 
2 aah: oS ana 





furnish a// detdil petal ‘vhin 

Lead, Works, Deri, a” 
Michighngi 
of Highest Grade 





produced on the pre- BRUSHING Paints, Varnishes, 


ceding page. LACQOER Colors, Lacquers. 


Also distributed and guaranteed by 


ACME WHITE LEAD AND COLOR WORKS, Detroit - LINCOLN PAINT AND COLOR 
COMPANY, Lincoln, Nebr. - THE MARTIN-SENOUR CQ., Chicago - PENINSULAR PAINT 
& VARNISH CO., Detroit - THE SHERWIN-WILLIAMS CO., Cleveland, O. - THE SHERWIN- 
WILLIAMS CO. OF CANADA, LTD., Montreal, Can. - LEWIS BERGER & SONS, LTD., London, 
Eng., and Sydney, Australia- THE SHER WIN- WILLIAMS Co., London, Eng., and Sydney, Australia 
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Good old Da-Cote! There never was a 
better all ’round product for home paint- 
ing—indoors or outdoors. 

For many years millions of people have 
relied upon the fine quality of finish and 
the long wearing durability of this peer 
among enamels. 

Some folks have an idea that it is slow 
drying; but did you ever compare it with 
the so-called 4 hour gloss enamels? Da- 
Cote will recoat quite as soon, and it 
hardens all the way through, rather than 


merely on top. 


Good old Da-Cote! 


no finer 
ouamer 


for home and auto painting 


Murphy Da-Cote Enamel is essentially 
a quality product, but its use is of obvious 
economy when you consider its much 
greater covering properties and its ability 
to stand up and look new, long after jobs 
done with a poorer grade need repainting. 

No dealer ever made a mistake in stock- 
ing and pushing Murphy Da-Cote Enamel. 
So fine a product not only proclaims its 
own quality, but also the quality and 
standards of the store that sells it. 

MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 











MURPHY FINE FINISHES 


Famous for 64 years among architects, master painters and makers of products requiring a fine finish 


Da-Cote Enamel 
Transparent Interior Varnish 
Muronic Enamels Da-Cote Varnish Stain 


Transparent Floor Varnish 
Univernish (the all-purpose Varnish) 


Brushing Lacquer 
Transparent Spar Varnish 


Quick White Enamel 


Four-Hour Varnish 


Quick Velvet Enamel 
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mean. 


your customers 


wanl a 


WHITE 


Outside Paint Job | 





Alle 











160 Front Street 


iw paint you sell them must hold its 
color when exposed to fumes, gases, smoke 
and other influences which darken certain 
white paint finishes. It must be paint made 
only of non-darkening white pigments. 

The causes which produce paint failure 
and loss of beauty are considered by paint 
manufacturers in the formulation of their 
scientifically prepared paints. And _ they 
use non-darkening white pigments—The New 
Jersey Zinc Company’s Zinc Oxide and 
*“‘Albalith’? Lithopone—combining them 
with the proper oils and driers for the most 
satisfactory results. 

Such paints produce the kind of jobs that 
make satisfied customers and bring repeat 
sales. And they are profitable paints to sell— 
they bring you a profit margin, and they give 
your customers a satisfaction that insures 
their continued business. 

qloon in the boklcts Zine Octdoand ies Spohn: 


tion to paint’? and “‘Lithopone and its part in 
paint.” A post card will bring you free copies. 


ecueses| The New Jersey Zinc Company 


New York City 
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on 
| F saves, serves, satisfies and 
speeds toward quicker profits” 


says CARROLL D. RUDOLPH 
of Baltimore, Md. 


NE of the first places that “Speedy” 
dropped into on his trip around the 
trade was the store of C. D. Rudolph & Co. 


in Baltimore town. 


Without much coaxing on the part of his 
visitor, Mr. Rudolph warmed up quickly to 
the subject of SAPOLIN Speed Enamel :— 


“Yes, Sir, we’ve been selling SAPOLIN 
products for eighteen years,” he said, “and 
your SPEED Enamel is the quickest selling 
and most satisfactory product of its kind 
we’ve ever handled. Our many repeat or- 
ders speak for themselves.” 








SAPOLIN 


SPEED ENAMEL 


Dries glass-hard in 4 

hours! So easy to apply 

that even a novice can 
handle it expertly! 


Iam “SPEEDY”. . the 


new Home-Decorator! 

















HAT’S the way with SAPOLIN Speed 
Enamel—it shoots its appeal straight at 
the consumer and repeats with the fre- 
quency of a machine gun. Speeding around 
the trade with “Speedy,” we get reports 
from every quarter, equally as enthusiastic 


as Mr. Rudolph’s. 


If you want to get next to the fastest-selling 
4-hour-drying enamel on the market, the 
coupon below is your cue to action! 








sis ak ase ns amo cslenlestattetatatatatatetetenten | 
‘ 

SAPOLIN CO. INC. .; 
229 East 42d Street — New York City 

Gentlemen: 

I have to be shown! Send me a full-size can of SAPOLIN Speed 

Enamel without charge or obligation and I'll let you know what 

1 think of it. 

Name of Store..............cc0000 ithe ae eit tscadpisictenia tak saad diiscteseatititesielbdaitaasetccaes 

Address... ssaks nsdsbicemipsoisatepsaicud oadbones ion ice tentebuilesdaaaievenicicddanandaslisaacaleeseaboebisen ; 
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HELP YOUR SALESMEN TO 





Learn more about Brushes 


AN your salesmen explain why a pure 
bristle brush carries and spreads paint ef- 
fectively, as no other brush will? Can he identi- 
fy a pure bristle brush? What is the difference 
between black bristles and white ones? Why are 
some brushes chiselled? The correct answer to 
these, and a host of other leading questions, is 
essential to good brush service. Sales are often 
made or lost on your men’s ability to explain 
the value and use of brushes. 


Another Way to Increase Sales 

This year, make brushes a source of greater 
profit to your store— with a little effort. The 
first essential—stock a line with superb values, 
for both the householder and painter like 
Adams brushes—and display them adequately. 
Another way- ~give your men definite, authori- 
tative, information about bristles and brushes 
that will aid them to better their selling aver- 
age, and your store’s service to brush and paint 
customers. 







These “Letters,” interestingly 
written and humorously illus- 
trated, will help boost sales by 
telling you what you have want- 
ed to know about paint brushes. 


WV, CUT THIS COUPON 


These “Letters” Will Help 


Whiting-Adams has prepareda series of help- 
fulletters that contain vital facts about brushes. 
This series is entitled “Letters from a Maker of 
Brushes to the Men who Sell Them.” They tell 
how a bristle is constructed, where it comes 
from, what different kinds are used in brushes 
—and contain other valuable data on brush 
materials, design and use. This is brass-tacks 
stuff,interestingly,sometimes humorously told, 
always to the point, and emphatically helpful 
in increasing brush sales, because these “Let- 
ters” inform your salespeople authoritatively 
about the goods they sell. 

Your jobber’s salesman can arrange for you 
or your salesmen to receive these “Letters” 
regularly. Ask him to send us your name so we 
may put it on our mailing list, or write simply 
by filling in and mailing the coupon addressed 
to Whiting-Adams Co., 695 Harrison Ave., 
Boston. 












Wartinc-Apams Co., 695 Harrison Ave., Boston. 


I am interested in what you say about your “Letters from a Maker of Brushes,” 


and would like to have them sent regularly to the following address: 


Name 
Address 
Our Firm Name 


We Buy Brushes From 
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Gives Pure Leap Part 


Quick? 


Dutch Boy Soft Paste 
greatly speeds break- 


ing up... saves labor 


USTOMERS will like to know about 

this easy-to-thin lead-in-oil that can be 
brought to brushing consistency in a few 
minutes. A “hundred” of soft paste can 
actually be made ready for the brush at the 
rate of a gallon of paint a minute. 


Dutch Boy soft paste is pure white-lead and 
pure linseed oil, differing from regular or 
heavy paste lead only in that it contains a 
higher percentage of oil. It is this extra 
oil, ground in at the factory, that gives soft 
paste its easy-breaking qualities. 


The user of soft paste saves time and labor 
in mixing pure lead paint. This more con- 
venient form of lead-in-oil also tints easily. 
And it produces a smooth paint that spreads 
in a superior manner . . . a pure white-lead 
paint, the standard for generations. 


Dutch Boy soft paste white-lead is sold by 
the pound in 100 Ib. steel kegs and in 50, 
25, and 12% Ib. steel pails. 


a 
— Dutch Boy soft paste white- 


ij 7 lead is the same strictly pure 
% 4 ” lead-in-oil always sold under 
: the Dutch Boy trademark. 
It simply contains a higher 


100 Las. Net percentage of linseed oil than 
the regular grinding. 


DU oY es 
NATIONAL LEAD COMPANY 


New York, 111 Broadway Boston, 800 Albany St. 
Buffalo, 116 Oak St. Chicago, 900 West 18th St. 
Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. San Francisco, 235 Montgomery St. 
Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., Widener Bldg. 














DUTCH BOY 
FLATTING OIL 


The white-lead buyer is 
also a prospect for flat- 
ting oil. Do you stock it? 


Dutch Boy flatting oil 
is for use with white-lead 
to produce durable and 
washable interior flat fin- 
ishes, as well as under- 
coatings for enamel. 
Other uses are in glazing, 
blending and bronzing. 
Sold in quart, gallon and 

5 gallon cans. 








DUTCH BOY Soft Paste. WHITE - LEAD 
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Valspar’s 
Complete Local Advertising Tie-Up 
for Your Store 


Never—has the Valspar line-up been so com- dominating 7-card Valspar WINDOW DISPLAY, 
plete! Not alone as to products, with the in 13 beautiful colors, to “warm up” your cus- 
addition of the NEW Valspar Specialties...but tomers right at the point-of-purchase. 

yom os ee sohnanenee ie: he: eaney- Your success with Valspar this Spring 
cided’ compnige Ot ailye Saige Set ie is CERTAIN. Go after the business 


dealer’s own use. . ; 
“armed to the teeth” with this com- 





Attractive Counter Book — convincing 
4-page Color Chart Letters for your 
customers—on your own letterhead— 
interesting Booklets — Color Cards — 
Stuffers and two brand new Valentine 
sales magnets, illustrated here—a hand- 
some all-metal STORE SIGN to identify 
you as Valspar headquarters, plus a for our “Local Service Proposition.” 


VALENTINE’S 


ALSPAR 
FINISHES 


WATERPROOF — WEARPROOF — WEATHERPROOF 


VALENTINE & COMPANY, 386 Fourth Ave., N. Y. - 


CHICAGO: 2500 Prairie Avenue mee BOSTON: 49 Purchase Street 


/ plete, sales producing line-up of ad- 
vertising ... with the NEW Specialties 
... Valspar House Paint, Valspar Wall 
Paint, Valspar Porch and Floor Paint. 


Inject a-c-t-i-o-n into your paint coun- 





ter — beginning now! Write at once 
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HAT is back of these 81 
words? What can make such 
an astonishing offer possible? 
Back of the Devoe Guarantee is 
the oldest paint company in Amer- 
ica—and 175 years of experience 
in making the finest paint it is 
possible to produce. 
The story of that company is 
now being told in one of the most 
striking series of advertisements 








Devoe brushes mean 
greater satisfaction 
to your customers, 
added profits to you. 


he te a ee 


: thastaken / 
{5 years to write these 


A 


ever published in the Saturday 
Evening Post. The Devoe Guaran- 
tee itself is one of the biggest 
business producers a paint dealer 
can tie up to. Its straight-forward 
81 words carry instant conviction. 

Just as Devoe Lead & Zinc 


stronger than a 
| thousand arqumenty 


Paint half your house with Devoe Lead & 
Zinc Paint and paint the other half with 
any ordinary paint you choose. 

--<- If Devoe Lead & Zinc Paint does not 
| take fewer gallons and cost less money per 
job, we will make no charge for Devoe. 
If Devoe Lead & Zinc Paint doesn’t 
wear one or-two or three years longer — 
longer and better—we will give you free 
| of charge enough Devoe Lead & Zinc 


fy 


fj 
f 
f 


ij 
























Paint guarantees your customers 
greater satisfaction, so the Devoe 
sales plan guarantees increased 
business and greater profit to every 
dealer handling the complete line. 
A post card will bring you com- 
plete details of this plan. 


sq DEVOE HOUSE PAINT 


DEVOE & RAYNOLDS COMPANY, INC., 1 WEST 47TH STREET, NEW YORK CITY 
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LiINGERWETT 
REMOVER 


is America’s biggest 
selling remover because 
it is a different remover 
and gives different results 


THE WILSON-IMPERIAL COMPANY NEWARK, N. J. 














BIG PRIZE CONTEST 


Five grand prizes; and a souvenir prize for everyone. All you do 
is write a letter. For full details, see our full page ad in March 
American Paint & Oil Dealer—or mail coupon below. Don’t miss 
this—everyone wins! Act at once! 











FREE 
Stock 
Cabinet 





60% Discount 


on this New, sure-fire way of increasing lacquer sales 


A startling discount on the most startling Decorative Stencil 
line ever created. Sheffield craftsmen and Sheffield facilities have 
done it so completely that nothing has been forgotten. Each 
Stencil is in its own individual glassine envelope. All new, 
MODERN designs, each with Sheffield’s exclusive smudgeproof 
feature. 90-day FREE EXCHANGE GUARANTEE with every 
order. Priced within the reach of a ten dollar bill—therefore 
within the reach of smallest dealer. 


Mail This Coupon NOW! 


4 ee ee ee ee 
Sheffield Bronze Powder Co., 2581 E. 55th St., Cleveland, O. ; 
Send details of your new Stencil Assts. and Big Prize Contest. Also i 
send 1929 catalog. 3 

' 


0 RA ee een ee ees Seer me a, Pere re yay. 

y 
DRIED bho cede ice ccdncerepeeve ceeded ccrecsescocesvecereseesee : 
Jobber’s Name & City Must Be Given............eseeeeeeeeeeenee | 
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~~ a Hanging Round 
for 


Household Jobs 














Mr. PLASTIC WOOD* 


[Reg. U. S. Pat. Off.] 


It certainly makes a quick, easy and permanent job 


of filling cracks and holes...... Helps in other re- 
pairs around the house, too...... Many of your cus- 
tomers already know what Plastic Wood will do...... 
More are wanting it every day...... Handles like 


Putty, Hardens into Wood. 
Carried by Hardware and Paint Wholesalers 
14, lb. can, 35c each; 1 Ib. can, $1.00 each 
12 cans to a carton—less 33'/3% 


Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. 





*A request on your store letterhead will bring a free quarter pound can of 
Plastic Wood for practical use or for making a Plastic Wood manikin. 
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AA AMAAAAAAAAAAAAAAAAA 
THE EVEN PRESSURE SPRAYING MACHINE 





WELL ADVERTISED! 


‘ The Saturday Evening Post, 
( the American Weekly, Popu- 


ee lar Mechanics and Industrial 
F bei Power carry the Atomister 
a story to millions of people this 


month. 


Don’t fail to stock up with 
this fast-moving and _profit- 
making spray gun — the 
Atomister. 


Model “B” 


$39.50 


Air Compressor and Spray 
Gun Complete 














THE ATOMISTER CORP. 
39 Hamilton Street, Rahway, N. J. 
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eAnnouncement of important changes 
to America’s Paint Merchants 





DIXON’S INDUSTRIAL 
PAINTS for sixty-five years 
known as Dixon’s Silica-Graph- 
ite have had the unqualified 
approval of industrial and rail- 
road institutions, bridge build- 
ers, architects, engineers, etc. 
For use on metal and wood sur- 
faces of all kinds: factories, 
public buildings, municipal up- 
keep, bridges, etc. 
Made in 14 standard colors. 





DIXON’S UTILITY PAINTS 
are waterproof and weather- 
proof toa Righ degree. For use 
on barns, equipment, general 
maintenance work, wood and 
metal surfaces. 

Made in 4 standard colors. 


The Joseph Dixon Company, for over sixty-five years 
recognized as a leader in the manufacture of high grade 
protective paints, have, in the process of normal ex- 
pansion, made the following important changes ..... 


DIXON'S 
NTENANOE 
rion 


DIXON’S INDUSTRIAL PAINTS have been increased 
in range of colors from eight to fourteen, meeting in 
a most complete way all standard color requirements 
in metal and wood protective coatings. 


DIXON’S UTILITY PAINTS have been added as 
standards, three of which are graphite-pigmented, 
the fourth, Oxide of Iron. These paints have all the 
qualities of a good protective coating, at a lesser cost, 
designed for use on “‘general run of work.”’ 


DIXON’S MAINTENANCE FLOOR PAINTS, we con- 
sider a most important addition, unexcelled in their 
adaptability as protective finishes on wood, composi- 
tion, cement, linoleum and concrete floors. 
DIXON’S BRIGHT ALUMINUM contains a most 
durable spar varnish as its vehicle, giving great re- 
sistance to the elements, insuring the life and brill- 
iance of the aluminum pigment. There is no pre- 
cipitation of pigment. For bicycle rims or exterior 
plant maintenance and the many uses between. 
The standard six gallon case contains quarts, pints 
and half pints. 


These changes represent many months of 
laboratory work, conferences with plant 
engineers, chemists and practical men and 
are directly traceable to pressure brought to 
bear by many hundreds of Dixon users and 
dealers during the past ten years. 


Keeping in mind the quality of these paints 
and the reputation of the name, Dixon, we 














DIXON’S MAINTENANCE 
FLOOR PAINTS are designed to 
give the maximum of protection 
to floors. Having immunity to 
the action of alkali; they are un- 
excelled as cement and concrete 
floor coatings. They may be 
used inside or out and will with- 
stand the rigors of climatic 
changes, sleet, snow, rain, salt 
water to a remarkable degree— 
a deck paint, a floor enamel, a 
concrete coating all in one. 
Made in 8 standard colors. 


present these facts for your consideration— Reasonableness of 
Price—F air Profit—Industrial and Household Opportunity of Sale. 


We take pleasure in announcing that as a corollary to this 
recent expansion, we have inaugurated a dealer policy that 
provides better trade discounts than those heretofore available, 
more liberal terms, a sound method of co-operation, a more 
sympathetic exchange of those factors leading to mutual ap- 


preciation and good will. 


A distributor arrangement based ona new plan of co-operation is available. 


Write for information on Deal 40 B 


PAINT SALES DIVISION 


JOSEPH DIXON CRUCIBLE COMPANY 


JERSEY CITY, N. J. 
Established 1827 
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BABCOC 














Babcock Ladders 
are made SAFE for 


every purpose. 
Every style is man- 





ufactured from Air 








Dried, Clear 
Grained Spruce. 
The full strength is 
left in the lumber. 


They sell on merit. 
Order from us now. 


We pay the freight. 








K SPRUCE LADDER( 
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MYERS 
Shallow Well 

Home 

Water 
Systems 
pps Sizes 
to300 


antoee 
Hour 








Here are water systems of such 
staunch construction with so many spec- 
ial features, so easy to install, so economical 
to maintain and operate, so dependable and 
long lived, that they bring to dealers every- 
where opportunity after opportunity to in- 
crease their business and profits. 


Spiiesisirs 


The 
MYERS 
SelfOilin 
Deep Wel 
Water 
System 
Belt o 


Ch nr 
Drive 





Not three or four points to talk about but a dozen or more 
outstanding improvements | originated and developed by MYERS tell the 


story of Myers success in t and t 





ds of installations through- 


out the land. And the range of styles and sizes meets every requirement 


up to ten thousand gallons of water 


neering Department for catalog and information. 


nm F.E.MYERS & BROS co. 


_ ASHLAND, OHIO. 
ak 


MYE R 











r hour, Write or wire our Engi- 
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PUMPS —- WATER SYSTEMS —- HAY “TOOLS - DOOR HANGERS 
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Siasbelet-bac 
c »f date 
\ Mi ) rl] { 


° «©. « «o« «o @O§anufactured since IS45 .. by 
RUSSELL, BURDSALL & WARD BOLT & NUT CO. 
Factories at PORT CHESTER, N. ¥. ROCK FALLS, ILL. CORAOPOLIS, PA. 
Sales Offices at Philadelphia Detroit Chicago SanFrancisco Los Angeles Seattle Portlind 








FOR SALE BY RELIABLE DEALERS AND JOBBERS 














BOLTS, NWS 
AND RIVETS 
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This advertisement is one of a series appearing every month in THE SATURDAY EVENING POST 
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NLY TWO motions of the 
hand are needed to unlock 


a garage door equipped with 
the new Stanley “Kee Bolt.” 


(1) a slight turn of the key in 
the cylinder unlocks the mech- 
anism. 


(2) a slight pressure on the 
thumb - piece releases the bolt 
at the top and bottom. 


The Stanley “Kee Bolt” is fur- 
nished either with or without 
cylinder. Adjusted at the fac- 
tory to fit any standard cylinder 
ce Ig The Garage Door can 
thus be master-keyed to the 
House Door so that one key 
can be used for both. 











Stanley “Kee Bolt” 
No. 1005 applied 


~Two sturdy plates fastened to the in- 


active door act as an astragal, locking 
both doors. Easy to apply — a real 
time saver. Guarantees security for 
the garage door. 


When supplying the hardware for a 
set of garage doors point out to your 
customers the simplicity and conven- 
ience of the new Stanley “Kee Bolt.” 
Also the fact that it is possible to mas- 
ter-key the locks on the house and“Kee 
Bolt” so that one key can be used for 
all. Full description on request. The 
Stanley Works, New Britain, Conn. 


STANLEY HARDWARE 


MADE OF STANLEY STEEL 





[STANLEY] 





(sw) 
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How Do You Buy 
Liability Insuranee? 


Do you “buy” your Automobile and Workmen’s Compensation insurance .. . or is it “sold” 
to you? Send for the names of a few of our policyholders ... write to them ... they will 
tell you how the American Mutual saved them $22 out of every $100 of their insurance 
premiums last year —(we have always paid dividends of 20% or more for the past forty- 
two years)— their experience will assist you in making up your mind as to whether you are 
getting the utmost protection at the least cost . .. just fill out and send in the coupon below. 


Compensation « Automobile Insurance 


Policyholders have saved thousands of dollars... and this, the strongest, 
largest and oldest mutual liability insurance company in the world has given 
them, quick, efficient service. 


In fact, American Mutual service is of such high quality that 96% of its poli- 
cyholders renew their policies year after year. 


As a part of its service to automobile policyholders, the American Mutual 
helps prevent accidents. Its engineers have worked with truck fleets that have 
averaged one accident every 4,000 miles. They have instituted systems of 
safety that have improved these records to the extent that some fleets now 
average only one accident every 150,000 miles. 


Write for a representative list of our policyholders and let them tell you about 
American Mutual service, stability and saving. 
AMERICAN MUTUAL LIABILITY INSURANCE COMPANY, Columbus at Berkeley St.. BOSTON 
Branch Offices in Principal Cities 


American 
f Mutual 


To the American Mutual, Columbus at Berkeley St., Boston | § 


Please send me a list of your Workmen’s Compensa- 
tion or Automobile 0 policyholders in the following line 
of business ( ° 


jae ae ee ee ee 
Write today for full information about this, the Company — . EPS! SSO 
strongest, largest and oldest mutual liability in- Pe ee a 
surance company in the world MAIL THIS COUPON TODAY 
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t Is Always | 
Results | 


It is not the fact that the various publi- 
cations in the organization of the United 
Business Publishers, Inc., have corres- 
pondents in every corner of the world 
that makes for leadership in its many 
units. 


























Its Publications Broadly 
Cover the Following 
Industries and 


Trades 





Automotive 
Automotive Industries 
Automobile Trade Journal and 

Motor Age 
Motor World Wholesale 
Commercial Car Journal and 
Operation & Maintenance 
Chilton Catalog & Directory ; : 
Aatomutive lalisecial maa idk It is the results of the accomplishment 
Chilton Aero Directory and of these men, specially trained in their 


Catalo 
mere separate fields, that count. 





Hardware 

Hardware Age 

Hardware Age Catalog 
Jewelry 

The Jewelers’ Circular 
Metal Trades 

The Iron Age 
Optical 

The Optical Journal 
Petroleum 

The Petroleum Register 

Oil Field Engineering 

Allen’s Superintendents Hand 

Book 

Plumbing & Heating 

Sanitary & Heating Engineering 
Shoe 

Boot & Shoe Recorder 
Textile 

Dry Goods Economist 

Dry Goods Reporter 

The Drygoodsman 

Pacific Coast Merchant 
Toys 

Toy World 
Warehousing 

Distribution & Warehousing 


Profiting from their efforts, is the priv- 
ilege of every unit in every field covered 
by U. B. P. publications. 


Extensive information that may be of 
great importance to you is available in 
each issue of all U. B. P. publications, 
and in the files for your inspection and 
study at any time. 
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Controlled by the UNITED BUSINESS PUBLISHERS, INC. 


239 WEST 39TH STREET - - - - - - - - - - - NEW YORK CITY 


OFFICERS: 
A. C. PEARSON, CHAIRMAN C. A. MUSSELMAN, VICE-PRES. 


F. J. FRANK, PRES. ARNOLD L. DAVIS, SEC’Y F. C. STEVENS, TREAS. 
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Distribution & Warehousing 
239 W. 39H ST. NEW YORK CITY 


Controlled by the 
United Business Publishers, Inc. 
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New chests in their Paris clothes. 26 pieces and 34 
pieces (Pieces of 8). 720 M—26 pieces with hollow 
handle knives with mirror finish stainless French blades 
. «+ $35.25 (Retail Price). 720S—26 pieces with hol- 
low handle knives with stainless French blades $33.25 
(Retail Price). 783 M—34 pieces with hollow handle 
knives with mirror finish stainless French blades $46.15 
(Retail Price). 783 S—Same, knives with stainless 
French blades $43.75 (Retail Price). These sets come in 
the red-and-silverorgrey-lined silver-and-gold chests... 


any of the above combinations in either chest illustrated. 


[LOWER CHEST] ARGOSY PATTERN [TOP CHEST] ANCESTRAL PATTERN 


NEW!-.-CHESTS-AND-TRAYS 


1847 ROGERS Bros. Silverplate is packed with more sales-appeal than ever now that if 


comes packed in chests and trays designed in Paris. Just as a lovely woman is all the 
lovelier if dressed by Chanel or Molyneux, so is this beautiful silverware enhanced by 
its Paris setting. Chests in red-and-silver or in silver-and-gold. Trays, too, in the sonal 
brilliant, modern color combinations. In 26 piece sets. In thirty-fours. And even in fifties : 


Just that different, stylish, Parisian touch th 























The new trays, in Paris garb éwe silver-and-gold or red- 
and-silver . . . 820 M—26 pieces with hollow handle 
knives with mirror finish stainless French blades $36.25 
(Retail Price). 820 S—Same, blades without mirror 
finish $34.25 (Retail Price). 883 M—34 pieces with 
hollow handle knives with mirror finish stainless French 
blades $47.15 (Retail Price). 883 S—Same, blades 
without mirror finish $44.75 (Retail Price). And in 
the silver-and-gold tray alone . . . 834 M—50 pieces 
with hollow handle knives, mirror finish stainless 
Frenchblades $69.75 (Reiail Price). 834 S—Same, but 
without mirror finish ....... $65.75 (Retail Price). 








[LOWER TRAY] AMBASSADOR PATTERN 





{top TRAY] LEGACY PATTERN 





Po. weet GoRED- IN: PARTS 


pocketbook. The same proved patterns... but a new, and gaily French background. Your 
windows will gleam with new stylishness, new color, new charm and eye-appeal . . . your 
store will take on some of the air of a Paris salon. Why do we give such importance to a 
lovely background, a Parisian setting for this silverware? Well, why do we aim for a beautiful 
store instead of some barn of a place? Because thats salesmanship. 1847 ROGERS Bros. 


in these new chests and trays tells its own story . . . in a very charming French accent. 





ROR: 








1847 ROGERS BROS 


SILVERPLATE 





i 


WINDOW DISPLAY 8 COLORS, SIZE 37 1-48 x 20%. SMALL DISPLAYS BELOW, 14 3-48 HIGH [NO. 2130 SET, 3 PlecEes|] 


MAKING YOUR WINDOWS TALK FRENCH 
ey DISPLAYS TO FLASH THE STORY 
OF 1847 ROGERS BROS. IN PARIS CLOTHES 


That's only part of the sales helps behind the new Paris Y¥, (2 
dressed 1847 ROGERS BROS. Silverplate. There are smart, 
contrasty, black and white ads fo sparkle in your local news- 
papers. Ask for your mats of these. Counter cards that don’t 
take up much space. And store displays, and folders, and 
direct-mail material of every sort . . and well, what do you 
2 ie need! Just write us for it today. Address Sales Promotion oe 


Hij47 ROGERS BROS 


WRC 


_Dept., Inte iver Co., D 
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Bethlehem Bolts are 

identified by an ‘‘A”’ 

on the head of each 
bolt. 








Quality 


that Customers recognize 
instantly 





When a customer discovers that you 
carry a product of recognized high qual- 
ity he is very likely to receive instantly 
a favorable impression of your entire 
store. For he knows that the dealer who 
carries a high-grade product in one line 
is almost certain to carry dependable 
merchandise in other lines as well. 


Bethlehem Bolts and Nuts are a typi- 
cal example of merchandise that cus- 
tomers recognize immediately and 
without question as embodying high 
quality. The fact that they are made by 
a widely known steel producing organ- 
ization might in itself cause customers 


to regard Bethlehem Bolts and Nuts as 


a quality product. They are so good in 
fact that a very large plant is kept busy 
turning them out in sufficient volume 
to fill the demand. 


For easy identification every bolt 
made by Bethlehem Steel Company is 
marked with an ‘‘A”’’ on the head. Show 
the *‘A”’ on the head to your customers. 
It is a sure sign of a good bolt. 
BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 
District Offices: New York, Boston, Philadelphia, Baltimore, 


Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, 
Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, 
Seattle, Portland, and Honolulu. 


Bethlehem Steel Export Corporation, 
New York City 


Sole Exporter of our Commercial Products 


| BETHLEHEM 





: BOLTSvvy NUTS 
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SILVER 
STEEL 


FOR THE SPRING TRADE 


THE FOUR HUNDRED— 
WORLD’S FINEST SAW 


This saw is the standard for excellence. Made 
from “Silver Steel”—Atkins exclusive formula; 
5 gauges taper ground; mirror polish; 
equipped with handle of solid rosewood and 
nickeled screws—Perfection Pattern—pre- 
vents wrist strain. J 
The cutting efficiency of THE FOUR # 
HUNDRED is_unquestioned; its use A 
among better carpenters is becom- A 
ing universal; its design is abso- 

lutely exclusive and distinctive; 

furnished in Regular, or Nar- 

row Ship Pattern. 


Increase Your 


Sales and Profits! 


Every first class hardware store should stock this 

and other Silver Steel Saws. Your customers are 

bound to obtain SERVICE in all of the ATKINS 
QUALITY SAWS you sell. 


For yourself you will receive that “customer friendship” and 
confidence that only Atkins Silver Steel Saws command. 
Atkins No. 401 is the same grade of saw except it is Straight 
Back, and made in Regular Narrow Ship Pattern. 
Write for literature. 


“Pointers,” “Saws in the Home,” 
“How to Sell a Saw” and Catalog 


Modern Manufacturing Methods Make Atkins Saws the Leaders 


E.C. ATKINS & COMPANY 


Established 1857 


Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y Indianapolis, Ind. Hamilton, Ont. 
, N. Y. 
i Portland 
aan oy =. am Frencioce 


N York Seattle 
— Paris, France a Vancouver, B. C. 


ASK FOR ATKINS NEW CATALOG 








FOUNDED 1855 


nNardware 


239 West 39th Street, New York City 
FRITZ J. FRANK, PRESIDENT 


GEORGE H. GRIFFITHS, GENERAL MANAGER 
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Look Upon Those 
Who Are Succeeding 


lf I wanted to be a tramp, 
1 would seek information 
and advice from the most 
successful tramp I could find. 
If I wanted to become a fail- 
ure, I would seek advice 
from men who had never 
succeeded. If I wanted to 
succeed in all things, | would 
look about me for those who 
were succeeding, and get 
into their surroundings.— 
JoseEpH MARSHALL WADE. 


N the pages of HARDWARE 

AGE each week is reflected 
the success of other hardware 
merchants. Their experiences 
in just such problems as you 
have to face will hely you to 
solve yours. Of special inter- 
est this week is the paint sec- 
tion; eight pages, devoted to 
this department of the hardware 
store at this season merits your 
attention. 


+ 


Read What They Say 
About Us— 


You will please use this letter as 
authority to enter our subscription 
for one year for your HARDWARE 
AGE. 

While we are not actively engaged 
in selling hardware, nevertheless the 
writer feels that your publication 
should be on every business desk. 

Yours very truly, 

By Geo. H. Iverson, 

Baver-HENrRY LuMBER Co., 

Ponca, Neb. 


We read, like, and enjoy the 
Harpware AGE. 
Cordially yours, 
(Signed) Marvin D. Norton, 
Norton HarpwaAreE ComPANy, 
Marietta, Ga. 
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’ The voice that says: 
“Make Hardware a vital 
and early consideration. .”’ 





en ook om 
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MCKINNEY 


EOPLE about to build are writing to 
McKinney every week asking about 
' hardware. The McKinney Master Designer 
has shown them how important it is to 
select good hardware early. And there are 
many times more who do not write but go 
straight to the nearest McKinney dealer— 
IF HE HAS IDENTIFIED HIS STORE 
WITH THE PROGRAM OF THE 
McKINNEY MUSICIANS. If you have 
hesitated, write NOW for show cards, 
newspaper electros, poster stamps, con- 
sumer booklets so that next Sunday when 
the Master Designer says ‘““Your hardware 
dealer” —listeners in your area will know 
he means you. McKinney Manufacturing 
Company, Pittsburgh, Pa. 


HARDWARE 
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TRADE ° 


WINDS 


By lasw S. SOULE 


BE 





BARGAINS AND BOSH 


S THE public fed up on bargains? Are people 

beginning to realize that no store can sell all of 

its merchandise at bargain prices? Are they 
learning to discriminate between bargain prices and 
regular prices? Is the consumer shopping from 
one store to another picking up the real bargains? 


According to some of the managers of depart- 
ment stores, such a condition is rapidly making it- 
self manifest. Also there is a decided tendency on 
the part of those managers to advertise quality and 
value rather than reduced prices. 


In the old days, the advertisements of most de- 
partment stores were so worded as to convey the 
impression that every item was being offered at a 
special bargain price; a price below the regular, 
every day marking. In the majority of cases only 
a very few items were actually offered at less than 
the regular prices. The rest carried the regular 
store mark-up. 


For a time this method drew customers and in- 
creased sales. Gradually, however, people found 
out that many items which masqueraded as bargains, 
were in reality selling at the regular prices. This 
was reflected in the fact that the genuine bargains 
sold rapidly, while there was little gain in the sales 
of those items which were not bargains in the ac- 
cepted sense of the word. The increase in general 
trade could usually be attributed merely to the fact 
that more people came to the stores, attracted by the 
genuine bargains. More people in the stores nat- 
urally meant more sales of the regularly priced 
items. 


Realizing this fact, the department store man- 
agers referred to, are now featuring only a com- 
paratively few bargains, and are making sure that 
they are genuinely bargains. In the balance of their 
advertising they are stressing quality, novelty, 
beauty, seasonableness, and style. Their intention 
is to win public confidence by advertising as bargains 
only those items which they are actually offering at 


especially low prices; to impress the people gener- 
ally with the quality and up-to-date features of their 
merchandise; to draw customers into their stores 
with easily recognizable bargains, and in addition to 
sell them other items on the regular basis. 


It seems logical that the hardware merchant can 
profit by following their example. Too often the 
hardware retailer fails to make his bargain offers 
attractive enough to draw people into his store. 
Often he tries in his advertising to convey the idea 
that all his wares are bargains. In both respects 
he errs. 


If bargain items are used to attract people into 
the store they must be so selected and priced that 
the majority of people will instantly recognize them 
as bargains. Meanwhile the profits must come from 
standard goods priced on a reasonable profit basis. 


Just at this time the chain stores are playing the 
price game to the limit. They are trying to make 
the public think that all of their merchandise is sold 
on a bargain basis. Will they too, eventually find 
the public showing discrimination in selecting the 
real bargains only? 


Frankly, we believe that they will. The prices of 
other chain stores will reveal that the bulk of the so- 
called bargains are really offered at the regular chain 
store prices. Also if independent merchants stock 
enough competitive merchandise to convince the 
consumer that they can sell as cheaply as any one, 
they will help to educate the public on the bargain 
question. 


The independent merchant should always remem- 
ber, however, that he cannot profitably sell the low 
price, low profit, competitive items. He must allow 
such items to sell themselves. Meanwhile he should 
follow the example of the wide-awake department 
store managers, and push quality, newness, season- 
ableness and service. The public will eventually tire 
of buncombe bargains. 
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can sell to 
women; even _hard- 
ware sales gained, 
this store found out 


Women 


YOU lived in Milwaukee you 


I 
| hae. sooner or later go to the 

Phillip Gross Hardware & Sup- 
ply Company’s retail store on Third 
Street, because it is quite the thing 
to do in Milwaukee when one wants 
anything in the hardware line, and it 
has been quite the thing to do for 


nearly sixty years. And when you 
reached the store, if you chanced to 
walk over toward the tool and bath- 
room fixture section, vou would see 
a woman there; and likely as not she 
would be selling a cabinet or a drill, 
or perhaps a monkey wrench. 

A woman selling tools and me- 
chanics’ supplies is unusual ; but then 
the Gross hardware is an unusual 
store. You see and hear of many 
things around this hardware estab- 
lishment that you do not come in con- 
tact with in the usual independent 
retail establishment; which accounts, 
in part, for the growth of this com- 
pany from a little nook in the middle 
of the block to an establishment that 
sells $2,000,000 worth of hardware 
a year out of a single building. 


4 HERE has been a great deal of 
discussion as to what is to become 
of the independent retailer. Any 
number of examples are given of 





An 


Independent 


By RUEL McDANIEL 
in FORBES MAGAZINE 


how the chain stores and various co- 
operatives are steadily gobbling up 
the independent merchant. The East 
and Middle West are apparently 
favored sections for the chains. Not 
a few have predicted that soon 
there would be no such thing as an 
independent retailer, that the inde- 
pendent would either have to sell out 
to the chain or becomé a mere unit 
in some great buying and merchan- 
dising organization. 

When the owners of the Gross 
store read such comments they smile. 
They have every reason to smile, 
because they know that such prophe- 
cies can never come true. They know 
from experience that there always 
has been and most likely always will 
be a place for the aggressive inde- 
pendent merchant. They have a 
formula, that, if followed as they 
have followed it, cannot but make the 
growth of the independent merchant 
sure and permanent. 

That formula was gradually dis- 
covered and perfected by Phillip 
Gross, founder of the company, years 
ago. It has been perpetuated by his 
heirs and kept up-to-date. It makes 
it possible for the company to show a 
steady increase in volume today, as 
it helped Phillip Gross build the in- 
stitution years ago. 





that 


BEATS 
the 
Chains 


Milwaukee’s Largest 
Hardware Store Has 
Simple Recipe for 
Turning Over the 
Stock 


Sixty years ago Phillip Gross 
founded his hardware business. Ad- 
vertising was in its infancy. There 
were few “national” advertisers as 
the term is applied now, but Mr. 
Gross, even then, recognized the 
value of whatever advertising manu- 
facturers did to create a demand for 
their goods. He saw that if manu- 
facturers could afford to spend money 
to popularize their merchandise, the 
retailer could not afford to overlook 
the same opportunity. He was one 
of the first retail merchants in the 
country to recognize the value of na- 
tional advertising and to utilize it in 
selling the merchandise he carried. 
That was an important ingredient of 
the formula that he used to build 
business; it is an important ingredi- 
ent today. 


Arruur E. GROSS, president 
of the company and son of the foun- 
der, outlines the present-day attitude 
toward national advertising value to 
the retail merchant when he says, 
“Hardware dealers have been slow 
to realize the value of carrying na- 
tionally advertised products, thinking 
that a small extra discount or a trifle 
lower price was to be desired in 
(Continued on page 88), 
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RING CLEANING 


Demands Paint and More Paint 


PRING brings an entire change of physical and 
G mental attitude. The dust and grime of the winter 

season becomes annoying when nature dons her col- 
orful dress of the growing season. 

Along with about everything else the details of spring 
cleaning have changed sharply—for the benefit of the 
hardware merchant, we believe. Just consider for a 
moment the part that paint has in this annual campaign 
led by the lady of the house. Thanks to new develop- 
ments in this field and others housecleaning time is no 
longer the bugaboo that it was in former years. The 
vacuum cleaner, the spray machine and quick drying 
enamels and lacquers have made one day transformations 
popular with the housewife. ‘A room a day keeps the 
blues away,” might well be applied to the modern method 
of house cleaning. 


T HEN too, the housewife has more time to apply new 
color arrangements to her walls and furniture, due to the 
fact that many labor saving devices are hers today. 
Many do not consider the complete change of color 
scheme an annual event, but make changes in various 
rooms more frequently. 

The newer paints help to lighten the task of keeping 
walls and woodwork clean because of its easily wash- 
able surfaces, and these points should be brought out 
when the housewife makes her purchases 


of window displays, and displays of new furnishings, 
conveniences and equipment in the store as well as 
through his advertising. 


‘Fo GET the jump on the housecleaning demand is 
of utmost importance for the reasons already suggested, 
that the request for a small can of paint or lacquer may 
be turned into a handsome sale of general hardware 
items. Paint is the contact point that is irresistible at 
the spring season, however, and the attention to details 
in advertising and displaying paint and more paint will 
add materially to the number of customers who will visit 
the store. 

Play up the labor saving quality of paint in general 
and your line in particular if you would interest the busy 
modern housewife. She is interested in any means of 
lightening her many tasks and paint gives you an honest 
and real talking point in this respect. If your paint 
knowledge is such that you can help the customer obtain 
the best results you will have gone a long way toward 
securing a permanent and profitable customer. The 
hardware merchant should not overlook the fact that 
help of this kind is greatly appreciated by the average 
customer, and is the surest way to repeat business. 





of spring cleaning equipment. The newly 
painted home will need many new items 
of equipment, and the starting point of 
paint may lead to sales of new kitchen 
equipment, electric devices, unpainted fur- 
niture, new bathroom fittings, window 





shades, awnings: and hundreds of other 
items that cannot be enumerated. Here, 
then, is the hardware merchants op- 
portunity to offer a real service to the 
spring cleaning customer. The hardware 
store is the natural place for her to turn 
to for housecleaning needs, and while she 
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is in the mood for sprucing up the 
house is the time to suggest the purchase 
of other items. 

The hardware man should present the 
picture of the rejuvenated home by means 
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Just a moment’s explanation describes the rental plan and the operation of the electric spray equipment 


acquer Overstock 


Brings Double “PRofit 


Some one did N THIS case lacquer did not turn out to be auto- 
hinki matic, self starting merchandise. Whatever may 
some thinking have been the thought when the carload was ordered, 


and the spray- received, put in stock, properly displayed on shelves and 

° in window, does not matter, for those thoughts all were 

al —— and scrapped a few days later when stock reports showed 

paint both the lacquer moving very slowly—entirely too slow for 

turned in a _ the standards set up by Fries, Beall & Sharp Co. of 
Washington, D. C. 


handsome re- The usual Fries, Beall & Sharp methods were applied. i 
turn. Yes, the stock was O. K. Yes, lacquer was quite a ; 
vogue in many places. The trouble was local. Some Pe 
heavy thinking was done. Perhaps the trouble was in Ee 
the application of the lacquer. It was worth a trial, any- : 


way. So this advertisement appeared: 

“Just come to the Fries, Beall & Sharp Paint De- 
partment, make your selection of paints, varnishes, enam- 
els or lacquers—and take home with you an electric 

The Fries, Beall & sprayer, the remarkable new paint spraying device which 
Sharp Co. store in makes it possible for you, at home, to use the same 
Washington, D. C. speedy, high quality and low cost painting method uni- 
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versally adopted for the better kind of work. The 
sprayer will paint about 100 square feet of surface, 
with one quart of thinned paint, in six minutes. Buy 
your paints at Fries, Beall & Sharp and the rental charge 
is only $1.25 a day. Buy no paint—and the charge is 
$1.50 a day.” 

Eighteen electric paint sprayers had been ordered for 
this experiment, and were waiting for those amateurs 
who wanted to try something new in home painting. 

The response was immediate—and soon became en- 
thusiastic. In less than three weeks it was found neces- 
sary to place another eighteen machines on rental ser- 
vice. The newspaper advertising was discontinued, but 
the demand grew. The original carload of lacquer 
vanished during the first few weeks to be followed by 
other large shipments. 

The plan was introduced in February, 1928. The fol- 
lowing July, the 36 rental sprayers had seen an average 
rental of 54 days each. Their original cost was about 
$25 each. Figure it out for yourself! 


FTER such strenuous and profitable work, the ma- 
chines were returned to the manufacturer for over- 
hauling and to have one or two new features embodied in 
them. This work required only a few days and a few 
dollars—and soon they were back in the hands of Fries, 
Beall & Sharp customers. At the end of eleven months, 
the average was 80 days of rental service per sprayer. 
The ofiginal plan was to have this service plan sell 
more paint. That was its primary purpose. As the firm 
kept a very careful record of each rental transaction, 
they are able to make an accurate report. The average 
sale of materials that accompanied the rental of a 
sprayer was $8. In brief, $8 in sales per rental and 80 
days rental per sprayer was the eleven months record. 
It is interesting to note that the machines were seldom 
rented without an accompanying purchase of materials. 
Sometimes there was a particular color to match, which 
necessitated obtaining the materials from another source. 


HEN the person desiring to rent an electric 

sprayer had an account at the store, or was able to 
furnish references satisfactory to their credit depart- 
ment, no deposit was required. If, on the other hand, a 
rental prospect could not establish credit, then a deposit 
of $25 was required. Records show that fully half of 
the rentals were secured by a deposit and that very little 
opposition was experienced. In many instances, it led 
to responsible persons opening an account with the store 
and in the majority of cases the accounts have remained 
active. 





Rest benches lacquered in attractive color harmonies are 


provided in the store of Fries, Beall & Sharp 


This firm further protected itself against careless 
customers by announcing an additional charge of $1 for 
cleaning, if the sprayer was returned to them dirty or 
plugged up with paint. 

In January, this year, the original 36 sprayers, were 
disposed of to make room for a battery of improved 
1929 model which do better work with even less effort. 
The old model machines, recently overhauled, were dis- 
posed of at a price practically equal to wholesale cost. 

Then 108 of the latest type electric sprayers were or- 
dered for rental service in 1929. Why? Because they 
believe that 108 sprayers will make three times as much 
profit as 36 sprayers—three times as much merchandise 
profits and rental profits. 





. 
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painting. 





Things to Remember When Selling Paint 


To find out for what purpose it will be used. 

To ask the condition of the surface to be painted. 

To suggest an opinion on the best treatment. 

To impress the customer with the importance of thoroughly mixing ingredients before 


5. To ask the customer if he needs brushes, sand paper, turpentine and other sundries. 
Try these questions on all customers for a week and notice the difference in your sales record. 
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about the merchandise that he sells daily. If he has 

imagination—and no salesman worthy of the name 
is without it—he is bound to focus it on the product it- 
self as well as on the art of moving it off the shelves. 
In other words, he will be interested not only in how it 
works, but how it got that way. 

From this point of view, even smelly turpentine will 
take on glamor, for its history can be traced far back 
into the dim distance. Twenty-five hundred years ago 
the Egyptians and the Greeks were distilling essential 
oils in a primitive but effective manner. The “still” be- 
ing unknown in those days, their apparatus consisted 
of a fleece of wool which hung from sticks laid over the 
turpentine pot. The wool 
caught the distilled oil as 
it rose from the heated 
liquid and it was then 
squeezed out. 

This oil may have 
formed a component part 
of the varnish used on 
the wooden mummy 
cases, though it is 
thought by experts that 
it was a solution of rosin 
in oil of cedar, which is 
similar to oil of turpen- 
tine. 

There is romance in the 
history of turpentine in 
America. It begins in 
the land of the long leaf 
pine, for this sturdy tree 
was soon the mainstay 
of the early settlers in 


f Petey piers salesman is always curious 





Down the Line 
with I urpentine 





Two hundred acres of trees like this will generally yield 
enough crude turpentine the first year to give 2000 
gallons of oil. Left: Dipping crude turpentine gum. 
Gum is being drawn from this tree for the first time. 


North Carolina. The foliage gave them shade, 
the trunk supplied them with material for their 
houses and furniture, and the sap became a source of 
income. At first the crude turpentine was shipped to 
the Northern States and to England for distillation but 
when their own locality became more prosperous, and 
consequently better organized, stills were set up and the 
raw product was separated into spirits of turpentine and 
rosin. These stills were made of iron, a material 
which has now been supplanted by copper throughout 
the industry. 

It seems strange that until 1901 no one thought of a 


method of extracting the sap which would at the same 
(Continued on page 94) 


Blasted fragments of pine stumps ready to be hauled to the plant where turpentine is extracted 


by steam distillation. 
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Choosing 


Colors 
for the 


Car 


Length, Height and 
Size Illusions Obtain- 
able by the use of color 
in different ways. Read 
this helpful article 


By HOWARD KETCHAM 


Director, Duco Color Advisory Service 


HE makers of today’s cars present them in a wide 

range of carefully chosen color harmonies and 

the new car buyer has but to take his choice. But 
the thrifty owner of an old car craves a smart turnout 
and he turns to paint, probably going first to the mer- 
chant who sells him household paint and that may be 
you. 

From you, he learns that lacquering old cars in today’s 
styles is no tremendous mystery after all. There are 
certain basic facts about color and the effect of one color 
on another that have to be understood, but these facts 
are not very difficult to learn. 

For instance, light and cool tints of colors such as 
brocatelle green, nyanza green, verdancia green, moun- 
tain mist blue, which is a blue with considerable gray in 
it, storm cloud blue, gray gull, a dark beige, and blue 
gray make objects easier to see by making them look 
larger. On the other hand, dark and warm shades of 
colors such as safari blue, thorn brown, mountain brown 
dark, maison gray, rendezvous gray, dusk rose and cin- 
namon make things less noticeable and hence they ap- 
pear smaller. 

Contrasts among. warm colors are less noticeable than 
with the combination of a warm and a cold color. 
Shades and tints of the same color always look well 
together. So, in combinations where yellow, green and 
wine-maroon are used together, green and yellow, pro- 
vided they are in right tones, may be used in perfect 
harmony. A wine maroon automobile with yellow green 
wire wheels, green window reveals and a yellow gold 
stripe on the mouldings would be attractive because 
these colors harmonize and are distributed in right pro- 
portions. 

It is natural for one to desire exclusive tints and 








The thrifty owner of an 
old car craves a smart turn- 
out and he turns to paint 


shades of attractive colors when refinishing. These can 
be readily developed in a way to give the owner some- 
thing special and individual. They should be colors that 
will lend themselves to the environment and personali- 
ties with which they will be in almost constant associa- 
tion. Oftentimes the very names of the colors will 
serve as guides and if one take a fancy to a color com- 
bination that seems a little bold, the colors can be made 
to melt agreeably into a perfect picture by mixing a 
little of each with the’ other. 

Combinations of colors associated in the spectrum are 
likely to please and rest the eye and for this reason they 
are the ones that are most used. Like good friends, 
they wear well together. A color harmony can usually 
be achieved with two dissociated colors by adding 
black, gray or white to each, or adding black to one and 
white to the other. 

So brown harmonizes with orange or mauve, crimson 
harmonizes with green, gray with lavender, orange with 
blue, old rose with any blue and yellow with blue and 
green. 

The amount of each color to be used is a mater of 
personal preference. The parts of the car most suitable 
for contrasting color treatment are pretty generally un- 
derstood now, such as the wheels, the bandings, the win- 
dow reveals, the hood, etc. Remember that color used 
horizontally adds apparent length to the car and up and 
down lines seem to shorten the wheelbase and give 
the car height. 

The trend this year is for more brilliance and rich- 
ness in coloring; combinations that once would have 
been thought daring are now, with a better understand- 
ing of the way to combine colors on automobiles, mere- 

(Continued on page 94) 
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Six Women Said: 


“I Want a Kitchen Exactly Like That” 


Window by the C. H. Darling Co. Not Only Sold Paint but 
Sold Six Lots to Duplicate the Display 


HEN a man decorates a kitchen and invites the 

women of the community to look it over and six 

women immediately buy exactly the tints of 
lacquer that he has used, you will have to admit that he 
has accomplished something. 

That was what happened when the C. H. Darling Co., 
of Woonsocket, R. I., gave over a window to the above 
display. Gerald P. Salvas, in charge of the paint de- 
partment for the store, planned and carried out the dis- 
play. Just how much paint this window sold is not 
known, but there were many indications of interest and 
the lacquer trade increased materially during the fall 
house cleaning season, which was the date of the dis- 
play. 

The kitchen effect was obtained with beaver board, 
panelled off. The dado was painted french gray. The 
upper panels were buff, sponged with delft blue. The 
panel strips were done in mahogany lacquer stain. The 
pictures were those that might be in any combination 
kitchen dining room. 

The furniture was done in mandarin red, trimmed 
with black. The floor was covered with suitably checked 
linoleum. Doilies and a china percolator set, in keep- 


ing with the other decorations, were placed on the table. 
There was a sufficient similiarity between the display 
and the manufacturer’s national advertisement to make a 
tieup between the store and the advertising. 

The display was staged in early fall, just as vacations 
were over and people were thinking of preparing their 
homes for the winter and of special decorations for the 
holidays. 

Despite the fact that Woonsocket people have been 
trained to expect unusual displays in the Darling store 
and they are taken more or less as a matter of course, 
this display brought much favorable comment and, what 
was better, direct business in lacquer and other decora- 
tive kitchen equipment. It did much to bring home to 
observers that a dining alcove in a kitchen or the kitchen 
itself could be made an extremely attractive part of the 
house. 

C. C. Kuless, manager of the store, says of the dis- 
play: “We feel that the outcome of this window was 
very successful and proved to be a reminder to the peo- 
ple whose thoughts were upon painting their kitchen 


sets.” 
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Driving Home 


Henry Kuhn’s Four Point Window 
Comes to Peak Interest in Emphasis 
on Floor Finish 


HIS effective display developed from many sources, 

the most important being Henry Kuhn’s practice 

of picking up ideas when he notes them and plac- 
ing them where he can find them when wanted. 

Mr. Kuhn, manager of the Grampp Hardware Co., 
Inc., Elizabeth, N. J., saw the picture of the ancient 
paint maker in Harpware AcE. It went into his file. 
Some time later he saw the picture of the modern girl 
deftly using a stick of rouge in another magazine, and 
filed it. 

When the time came, Mr. Kuhn brought out these two 
pictures and painted them on wallboard in natural colors, 
made cutouts of them with a compass saw and reinforced 
them with sticks glued to the back to hold them in posi- 
tion. The old boy’s picture was labeled “First Paint 
Maker” and the girl was presented as “Present Paint 
Consumer,” 

Getting Motion in Window 


To get motion in this window Mr. Kuhn included a 
donkey and elephant on roller skates, which kept chasing 
each other around the window. The donkey says, “I'll 
chase you till I wear out this Koverflor.” The elephant 
says “Try and do it.” 

Two red spotlights were trained on the figures during 
the day'and up to ten at night. 

Aside from its originality, there are four points worth 
noting in this paint display: 

(1) The display is built upward with the aid of 
modernistic pedestals. Too many paint windows are 


One Sales Idea 


built flat and displays of this kind have reduced visi- 
bility. Take a look at the show window in chain grocery 
stores. They are all built high, so that people across the 
street or at a distance can see them. Then, too, some 
people wear glasses and as it takes only about ten steps 
to pass the average window, they do not always visualize 
a trim that is built too flat. 

(2) This window also has motion and anything mov- 
ing in a display will attract attention, and will help pro- 
viding it is not too far-fetched. You can put a live 
monkey in a show window and it would not sell a 
gallon of paint although crowds will gather, However. 
motion properly used will draw eyes. 

(3) The selling effort is concentrated on one line of 
merchandise, 

(4) Finally, there is the lighting arrangement. Two 
red spotlights were used in this trim instead of flood 
lights and Mr. Kuhn says that they were highly effec- 
tive. However, when using colored “spots” be careful 
that you do not change the colors of your display mate- 
rial so that they clash. 

This suggestion is worth considering when trimming a 
window without spotlights. Colors will produce a nega- 
tive appeal if they fight each other in a show window, and 
they often do. You can soften such effects by putting 
a neutral color, such as gray or silver, between them. 
Then, too, some colors absorb more light than others. 

A New Jersey hardware dealer, who had two show 
windows trimmed one in a green setting, the other in 
red. He had 1500 watts in each window and turned them 
on that night. The green trim was an eye-grabber but 
the red one looked dead. He doubled the wattage in the 
red window and then it had as much “eye appeal’’ as 
the green one, which indicates that red absorbs twice 
as much light as green. 

Color is effective in a show window but unless it is 
harmonized properly it will work against you. 
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Two New Smith Sprayers 


Two new electric sprayers have been of- 







y fered to the trade within recent months by 
Db. B. Smith & Co., Inc., Smith Bldg., 
Utica, N. Y. 





The hand type is equipped with two noz- 
zles for different sprays, three glass jars 
with covers for different uses and requires 
no professional skill to operate. The manu- 
facturer states that this product is a high 
grade, well built sprayer for painting and 
for spraying all insecticides. It has been 
designed to sell at a moderate price. 

It is equipped with a Universal high 
speed motor and has a specially designed 
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A ADJUSTABLE NOZZLE 
/| FOR FAN OR 
ROUND SPRAY 









fan to give a large volume of air and sufh- 
cient pressure to atomize the liquid. A 
pistol grip handle is standard equipment. 
15 ft. of rubber sheathed cord and at- 
tachment plug complete the product. The 
. floor type sprayer has a motor driven air 
; compressor, which develops high pres- 
¢ sure. This will atomize liquids of reason- 
f able consistency and will spray lacquers, 
} paints, varnishes and bronzes. 

i The gun is equipped with adjustable 
nozzle for round or fan spray and may 


arene ~ 


EQUIPPED WITH TWO NOZZLES FOR DIFFERENT SPRAYS 
THREE OLASS JARS WITH COVERS FOR DIFFERENT USES 


be easily aken apart and cleaned. Fur- 
nished complete with three Mason jars 
with covers. 12 ft. rubber sheath cord, 
attachment plug and 12 ft. of hose from 
motor to gun complete the sprayer. 


é Two New Sheffield Catalogs 


§ Two new catalogs have recently been 
issued by the Sheffield Bronze Powder Co., 
2581 East Fifty-fifth Street, Cleveland, 
‘Ohio. Each carries a-alistinctive color 
arrangement to easily identify it from the 
other. 

One catolog is devoted to the Sheffield 
line of Decorative Stencils. The other 
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covers the general line of paint specialties, 
including bronze powders, wood carving 
assortments, Kleen-A-Brush, Mirro metal- 
lics and combination handy home packet 
of gold or aluminum enamel. 





Favorable comment has aready been re- 
ceived regarding these catalogs, copies of 
which may be had on request. 





Artists’ Supplies in Demand 


The amazing development of home deco- 
ration since the brushing lacquers appeared 
on the market has brought with it an in- 
terest in artist’s supplies. Stores that stock 
and display this line get a good deal of 
attention. Materials much in demand are 
those for painting on fabrics which are 
useful both for home decorations and for 
painting designs on dresses. 


Do You Sell Step Ladders? 


Chairs, kitchen tables, and what not are 
often the means employed by amateur 
painters in reaching the upper stages of 
the jobs they have set out to do. Any- 
one who has climbed up and down such 
furniture for a day or so knows how dis- 
couraging it is, and the wonder is that 
the enthusiasm of the home painter sur- 
vives the strain. A stepladder near the 
paint counter should be a good suggestion, 
and, of course, there are many other rea- 
sons why a stepladder should be in every 
home. 





New Clean Up and Paint Up Window Trim 


The new Clean Up and Paint Up win- 
dow trim, one of the many attractive fea- 
tures now available for the 1929 Clean 
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HEERFUL SURROUNDING 
Up and Paint Up Campaign, is repro- 
duced herewith. 

The trim consists of five pieces, litho- 





graphed in nine brilliant colors and die cut 
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to shape as illustrated. The price of this 
trim is set at a figure intended to cover 
only cost and handling. Further informa- 
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tion can be obtained from the National 
Clean Up and Paint Up Campaign Bu- 
reau, 310 East Forty-fifth Street, New 
Yorm, ™. 
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Says Lew 


To the Editor of Hardware Age:— 


Through the columns of _ HARDWARE 
AGE, I would like to put this thought before 
the advertising departments of America’s hard- 
ware and paint manufacturers: 

In every publicity campaign addressed to 
the hardware merchants, there is always the 
urge to “ask for pamphlets and envelope 
stuffers” and of course, the merchant avails 
himself by asking for 200 or 300 stuffers. The 
stuffers come in. Sometimes, though rarely, 
these are used to be placed in every package 
that leaves the store. THE MAIN PURPOSE 
OF GETTING STUFFERS IS TO PUT 
THEM IN WITH LETTERS AND STATE- 





Standardize Envelope Stuffer Sizes 


The following letter from a prominent hardware merchant advocates the elimination of the 
great waste occasioned by envelope stuffers that 


Heyman 


do not fit standard sized envelopes. 


MENTS GOING OUT TO CUSTOMERS. 
THIS IS THE BEST MEDIUM FOR 
FOCUSING ATTENTION ON ANY ONE 
LINE OR ARTICLE. BUT. ..DO THE 
STUFFERS FIT THE ENVELOPES? THEY 
DO NOT! And that’s where the rub comes. 
Into the waste basket goes many hundreds of 
dollars’ worth of printed matter because so few 
advertising men have thought of the import- 
ance of size. Ad-men . . . next order you 
place for stuffers, make them fit, either smooth 
or folded, into a standard U. S. stamped en- 
velope and incidentally, leave a little room for 


a statement. I thank you 
? 


Lew Heyman. 











The Wholesaler is 


a Purchasing Agent 


for the Retailer 


By S. M. 


there is any single factor which might be taken as 
most characteristic of modern industry, probably it 
would be our present tremendous productive capacity. 
This is the background for our entire problem of distri- 
bution. Greatly accelerated production, frequently _ be- 
coming over-production, has affected many fields of industry. 
With goods all seeking a way to the consumer, methods of 
distribution have been disturbed, harassed, and questioned. 
The best, if not the ultimate, relations among manufacturers, 
wholesalers, and retailers are in process of being worked 
out, with consumer interest as the keynote. 

Between a huge, but comparatively concentrated, producing 
machinery, and a farreaching network of retail stores, there 
stands an active system of wholesale distribution. Though 
too rarely understood by the public, the wholesaler is a 
logical outgrowth of economic-geographic necessity. When- 
ever a particular branch of trade develops, as soon as man- 
ufacturers and retailers arise in any number, we auto- 
matically have the wholesale function. 

A clever demonstration of this has been given recently in 
several new industries. As soon as the electrical industry 
became a factor in our industrial scheme, we had the elec- 
trical wholesaler. As soon as radio, another newcomer, 
developed we had other wholesalers. No one set himself 
up suddenly to be a radio wholesaler—the need and the 
agency simply developed naturally. 

Next to the sheer impressiveness of the quantities being 
produced, perhaps the outstanding fact concerning our man- 
ufacturing machinery is the almost incredible diversity of 
products in every field now being offered to the consuming 
It is this diversity, this multiplication of varieties 


¥ 


public. 


BOND 


and of manufacturers in the various trades which creates 
some of the producers’ frequently expressed doubts con- 
cerning the distributive facilities of the country. 


UT let us note that precisely this same great range of 
products makes the wholesaler or the wholesaling func- 
tion, let us say, more necessary than ever before. For 
if each of these many manufacturers attempted to deal 
directly with the thousands of retail stores in this country, 
the costs of distribution would be immeasurably greater. 
For example, take one field: There are more than 200,000 
retail dry goods stores which-must be reached with the 
products of one group of manufacturers. Actual physical 
distribution itself would hardly be possible—but if it were, 
the costs of achieving that distribution would be prohibitive. 
When we remember that wholesalers have thousands of 
items in their warehouses, awaiting prompt shipment to 
those retailers who demand them as a result of the wide 
range of public preferences, we can understand why it is 
that large reservoirs of stock, controlled intelligently by 
agencies suited to serve both manufacturers and retailers, 
are absolutely indispensable in the distribution of the 
products of the industry. 

The basic problems of wholesaling have always been 
much the same. It has been a matter of efficiently an- 
ticipating market needs, warehousing, assembling a wide 
range of products, breaking down and reassembling ship- 
ments, financing, and selling. 

The distictly “modern” problems of wholesaling are those 
which have been created by the conditions we have men- 

(Continued on page 98) 
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NCE upon a time I arrived in Naples about ten 

o'clock at night. It was a very dark night. I took 

a taxicab to the Hotel Bertolini. The taxicab 
stopped at what appeared to be a high stone wall. There 
was a little door. At this door I was greeted by a porter 
who took my baggage. He escorted me quite a long 
distance down a narrow passageway that seemed to go 
directly into a mountain. At the end of this passage was 
an elevator. Going up quite a long distance we stopped 
and were ushered out into the lobby of the hotel. 

When I went to my room, I was impressed with the 
height of the ceiling and the size of the windows, but 
i was tired out and was soon fast asleep. When I awak- 
ened in the morning, I arose, went to one of the tall 
windows and pulled open the lattice shutters. The sun- 
shine streamed in. What a panorama lay below me! I 
was on the side of a mountain looking down over the 
tay of Naples. This is one of the most beautiful sights 
in the world. 

Just outside of the window was an iron balcony, and 
all over this balcony and around the sides of the windows 
were roses. The air was heavy with the scent of flowers. 
Later, I had breakfast on the balcony, and as I sat there 
eating thinly sliced toast and drinking excellent coffee 
and looking down upon Naples, the shipping in the har- 
bor, with Vesuvius in the distance, I thought I had never 
seen a more beautiful spot. 


THe other night, in the rain, I took a train from the 
Grand Central Station for Bronxville, N. Y. After a 
ride of about thirty minutes, I again found myself at 
the entrance to a long passageway apparently leading 
into a hill. At the end of this passage, as in Naples, 
there was an elevator. Taking this elevator, after a 
while I found myself ushered into the lobby of the hotel. 
I was strongly reminded of the Bertolini and of that 
night in Italy so many years ago. 

This night, however, I was at the Gramatan Hotel in 
Bronxville. The sitting room of the hotel was crowded 
with ladies and gentlemen, many of whom were in eve- 
ning dress. I was greeted by Harry P. Hoblin, presi- 
dent of the Westchester County Hardware Dealers As- 
sociation. Mr. Hoblin introduced me to the vice-presi- 
dent, William L. Vetter; the secretary, E. H. Ortiz, Jr., 
and the treasurer, S. L. Riley. Then I met a number 
of retail hardware men from my home county. You 
know I live in Westchester County, in the town of 
Larchmont. 

Let me tell you something about this county. It is 
possibly one of the most beautiful counties in the world. 
It has magnificent automobile roads, prosperous towns 
and many thousands of comfortable and attractive 
homes. In Westchester there are not only attractive 
homes, but there are many palatial estates. In West- 
chester live many New Yorkers. This county is very 
rough. I mean not personally but in its physical aspects. 
Westchester has a rock foundation. There are many 
hills. It is thickly wooded, and, of course, the rocks 
and the woods and the many streams and brooks add to 
its picturesqueness. In addition to this, Westchester lies 
along Long Island Sound. There are numerous little 





The Hardware Eden 


BY SAUNDERS NORVELL 





bays and inlets, and it is the most delightful yachting 
and sailing county in the world. There are yacht clubs 
everywhere along the shore. Inland there are countless 
golf clubs. 

Another interesting fact about Westchester County is 
that in personal incomes Westchester County alone pays 
the Government more income tax than eighteen States of 
the whole United States. 

Such being the background, I was curious to meet the 
men and their families, who make up the hardware 
merchants of this very unusual county. I have, of 
course, attended many hardware conventions and din- 
ners. Let me say, without any criticism, that there is a 
certain sameness about these affairs. However, I found 
this dinner of the Westchester Hardware Dealers Asso- 
ciation entirely different from any association dinner I 
have ever attended. 

What was the difference? This difference was very 
peculiar, and I am afraid I may give offense by stating 
just what it was. The Westchester hardware dealers 
never once complained of any trade conditions! I asked 
several of them what about mail order house competi- 
tion? “Well, that doesn’t trouble us very much.” “How 
about the house-to-house canvassers?” “Well, of course, 
they work Westchester County, but we do not mind 
their competition.” ‘What about the competition of 
department stores?” I inquired. “Well, of course, we 
have a number of large and prosperous department stores 
in Westchester County, but we think they are pretty 
good people and we like them very much indeed.” Great 
Scott! I said to myself, what am I going to talk about to 
these people, who have no problems and no complaints? 
I certainly must dig up some kind of trouble just as a 
starting point for my oratory. 

“What about sending out somebody to call on your 
customers?” I inquired of one hardware dealer. “Well,” 
he replied, “this might be a good thing, but I am so busy 
in my business just filling orders that I cannot spare any- 
body to send around from house to house. I am doing 
all the business I can possibly handle. Therefore, I 
cannot understand why I should go to this expense.” 
That settled that problem! 


I INQUIRED of one. dealer, “How are you doing? 
How are conditions in Westchester County?” “Well,” he 
replied, “I have been in business in this county for a 
number of years, and every year my business has been 
better than it was the year before. My records show a 
constant and steady growth.” “Splendid!” I said, “Then 
I presume you are making money.” “Yes,” he answered, 
“I started in debt. Now I have paid all my debts. I 
have a nice surplus and my business is quite satis- 
factory.” 

“All this is fine,” I replied. “Have you only one 
store?” “Yes,” he answered, “I only keep one store.” 
“Tt seems to me,” I said, “if I were in your place and 
I could do so well with one store, then I would start two 
stores.” “No,” he replied, “that would be too much 
trouble. I find that one store keeps me just about as 
busy as I care to be.” “Why don’t you employ some- 
body to run your store, and then start a chain of stores?” 
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I asked. “If there is so much prosperity around, it 
seems to me a chain of stores in the hardware line might 
do very well.” “Why should I bother with a chain of 
stores?” he answered. “I am making enough money to 
take care of my family, live in a pleasant home, educate 
my children, take a vacation every year and keep an 
automobile. What more does a man want? To have 
more simply means nervous wear and tear.” 


Or course, I had to agree with that. This hardware 
man was in evening clothes, and his wife was beautifully 
and becomingly gowned. 

When the time came for me to talk, I didn’t have the 
nerve to pass out any suggestions or advice to this asso- 
ciation of hardware dealers. I never saw a more pros- 
perous gathering of hardware men—manufacturers, 
jobbers, or retailers, in my life. I never saw a healthier 
looking lot, and for cheerfulness, the members of this 
association certainly are entitled to the pennant. 

After the speaking, there was dancing. One hand- 
some young Adonis, with his hair slicked down in con- 
ventional fashion, walked by our chairs, escorting a 
beautiful young girl to the dancing floor. ‘Who is that 
young aristocrat?” I inquired of a dealer sitting next 
to me. He looked at me, smiled, and answered, “He 
drives my delivery truck.” Well, he may drive a truck, 
but the young lady with him was a peach, and they both 
knew how to dance in the latest manner. There must 
be worse jobs in the world than driving a delivery truck 
in Westchester County. 

As I said above, when I talked, I did not dare make 
any suggestions. I realized at last I had found the 
Garden of Eden for the hardware trade, without any 
serpent in it, and this was no place to suggest the prob- 
lems of the trade. 

What do you suppose I talked about? I discussed the 
beautiful spots in the world. I told them about beautiful 
Taormina in Sicily. That is possibly the most beautiful 
spot on earth. Do you remember the old Greek theater ? 
Have you seen Taormina by moonlight with Mt. Etna 
in the distance? Then I talked for a while about Lake 
Louise in Canada, the second most beautiful spot on 
earth and, finally, I wound up by saying that the third 
most beautiful spot was Westchester County, and that 
all of us were fortunate beings to have our lot cast in 
such a county. Of course, when a hardware association 
has no problems, then the only thing left to talk about 
is the wonderful county in which they do business. 

I told them how I happened to land in Larchmont. 
Some friends in New York took me motoring on a 
moonlight night. We stopped and left the automobile at 
the little Horse Shoe Harbor Club in Larchmont. I 
went out on a point of rocks and I never saw a more 
beautiful scene, than the moonlight coming across the 
Sound and the little yachts rocking at anchor in the 
harbor of the Club. 

I have seen a good deal of this old world, but for 
peace and beauty, I never saw a lovelier spot than this. 
So I announced to my friends that within sixty days, I 
myself would be a member of that yacht club, and I 
would have a yacht anchored in that harbor. Of course, 
they laughed at me, but the next day I saw a yacht broker 
and in short order, I was the Admiral of an Elco Ex- 
press, sixty footer. I put in my application at that club 
and was given the privilege of the club before I became 
a member. Within thirty days, my boat was anchored 
at that club. 

We used to come up from New York by train, and 
then live on this boat. This is how we learned all about 
Larchmont. After a while, in 1917, just twelve years 


ago, we bought an old place near the Yacht Club, facing 
the water, so Larchmont became my home town in West- 
chester County. 

Now, it is a curious fact that not a hardware dealer in 
Larchmont has ever asked for any of my business. It 
is also a curious fact that most of the hardware I use, I 
have bought from another town called New Rochelle, 
about three miles away. It just happened we opened an 
account with a hardware store in New Rochelle. How it 
happened, I do not know. You see, all that was twelve 
years ago! Possibly the Larchmont retail hardware 
dealers did not think my credit was good, or maybe they 
did not like my articles in the HARDWARE AGE! Here 
again the Scripture is fulfilled, which says that a prophet 
is not without honor save in his own county. But after 
this dinner, I am going around to some of the hardware 
stores in Larchmont and see if I cannot persuade them 
to sell me some goods. 

After my talk, while we sat and watched the dancing, 
I asked some questions of the hardware men around me 
as to where they bought their goods. Here I got another 
shock! No, they did not buy their goods from manu- 
facturers, that is, not on the regular hardware line. Of 
course, on certain specialties, they did buy direct from 
manufacturers. By this they meant radio sets, vacuum 
cleaners, washing machines and goods like that. 


“B UT where do you buy your regular hardware?” I 
inquired. “Why, we buy that from our jobbers in New 
York.” “Well, that’s fine,” I answered, “but can’t you 
buy cheaper by buying direct from the manufacturers ? 
No doubt a good many manufacturers would like to sell 
you.” “Well,” answered these retail hardware dealers, 
“we receive such remarkable service in the way of the 
complete filling of our orders and in deliveries from the 
jobbers, that we think it is a mistake to buy from the 
manufacturers. We would have to buy large orders. 
It would take longer to get the goods. It would tie up 
our capital, and we would not get the turnover. Be- 
sides,” continued these very unusual retail dealers, “we 
think the jobbers, who give us such remarkably good 
service, are entitled to have all of our business because 
of that service.” 

When I heard this, I almost had a stroke of apoplexy. 
The idea of retailers who actually appreciated the service 
of jobbers. The millennium is rapidly approaching. 
These dealers told me that they could telephone to New 
York, twenty-five miles away, one day and have the 
goods delivered the next. They stated there was regular 
free truck delivery. 

I was determined to find trouble somewhere, so I 
asked if some of these jobbers in New York weren't 
better than others. ‘Oh, yes,” they answered, “some of 
the so-called jobbers in New York are not much more 
than manufacturers’ agents.” They attempted to secure 
orders but they never had a stock. When they received 
the orders, they wanted to ship everything direct from 
the factory. This, of course, was unsatisfactory and 
caused a delay. 

Then another member of the association spoke up and 
stated that he was buying a line of aluminum ware from 
his jobber. He bought in quantities to suit the demands 
of his customers. One day he said a manufacturer’s 
salesman came in, representing the manufacturer who 
sold this line of aluminum goods. “No,” replied the 
dealer to the salesman, “I can’t give you an order, be- 
cause I am buying your goods direct from your New 
York jobber.” “But,” said this manufacturer’s sales- 
man, “I will give you a 10 per cent inside price. Isn’t 

(Continued on page 96) 
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How to Distribute Space} 





BUNTING’S3—"] 


[=] Announce 


the opening of a new branch store at 


4624 TROOST AVE. 
STORE OPENS TOMORROW! 


Saturday at 9 A, M. 


T is with considerable pride ‘that we 

* present this fine new store with its 
many departments for your inspection 
and place it at the service of South Side 
Kansas. City. 

This beaptiful store, with silver gray” 
fixtures, green and burnt orange panels, 
is planned especially for the ladies, 

Every item offered for sale may be 
purchased at the same price as at all 
Bunting stores. By virtue of our enor- 
mous buying powet we are able to secure 
savings for our $s on jionall 
advertised Jines of merchandise. 

Come in tomorrow. Your visit will be 
as enjoyable as.it is profitable. 


Open Till 9 P. M. Saturday 





= VALUABLE PRIZES— 
Given Customers!!! 
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GOLDEN WEDDIN 


YOUR FAVORITE COFFEE, 
WILL BE SERVED ALL DAY 








10,000 Useful Souvenirs Will Be 
Given Away to Visitors Tomorrow! 






























STAINLESS STEEL 
PARING KNIVES 


' Universal Knives. 5 
25e value. Special...... c 
Only one to a customer. Wear-Ever 


Sold at Troost store only. Aluminum 

















7 
CARD TABLES 





| - pd Dission. 28-inch cruc- 


ALUMINUM 
WEAR-EVER GRIDDLE Wire 


alveniaed 
Sire Cine, “Soo tect 
‘Will pot rast. 








Geoeire Pyrex 
te see... O1000 
Only Ove to 0 Customer. 


2-ouart ven with tN 
May be used for baking 
Silo. Extra ‘BSc 
=e 


“ iy: diede. Reguier iniversal 

ao te wT 61.50, Extra special. 9c Universal Jenin 

‘Today only ... Feed Chopper i« Sale; 
: Pamir size. Three penéie Aluminum 
: Shar eas mates ir '8050" Today 


tr, $1.00) 2" 












For CHILDREN 4 
mh For Ladies For Men 
200 S:arrett Mirrors 1,000 Sample H. R. H. Cleaners | 150 Pocket Hones, in Léather 
aofared Fine 1,440 Brillo Household Cleaner se 
25 Doll Houses 500 Yardsticks 144 Nicholson T. P. Files 
1000 Majestic Radic 72 Cans Furniture Polish 25 Mechanical Pencils 
Cigar Lighters 72 Cans Metal Polish 500 Wilson Golf Rule Books 
1,000 Carborundum Paper Knife | 100 Memo. Books 
All Sharpeners 288 Carpenters’ Pencils 
come 1,000 Cans Colovar and Durlac 200 Lufkin H. H. Rules 
and have a 500 Cans Valspar Stain 100 Decimal Equivalent Cards 
good time. 144 Wiss Nail Files 500 Yale Screw Drivers 
. . . . 
Very Special Prices for This Occasion! 


Pie Casserole 


inset. nickel 





ff REAavina LAMP 


Biectric: adjustable to anv 
Bosition. suitable for her 


bd aise, Cole, ically treated 
we ree size, Regular 


soecist -””,,., O96 
$2.9G | Onis ove to 2 customer 








Union Herdware Kelly's Union House Ax 
Roller Skates 
< 


special 2 G | Ball bearing. 4 “-nound. 18-inch handle 
" Suitable for boys or 1. 
Limited quantity. | girls. Extra special $ Reet ad ir 890 


Because of These Extremely Low Prices We Reserve the Right to Limit Quantities 








South Side Store 


Main Store an 





4 General ’ 
4624 TROOST 9810-12-14 WALNUT 510 MINNESOTA 


Bunting Hardware Co. 


Offices 








An ad is a picture of your store’s 
merchandise values; four ads are 
four pictures—be sure they link 
up closely. 


By GUY HUBBART 


space to use per week and how to distribute it day 
by day? . . . We use four ads a week of about 
equal amounts of space each day. Would it be better to 
vary the size of the ads?” 
This is a timely and interesting question and is an- 
swered here with a view to helping other hardware ad- 
vertisers who may have the same or similiar problem. 


“ I THERE any good rule regarding the amount of 


Space Does Two Things 


Space does two jobs. An understanding of these 
ought to help in making ads pay out in direct sales. 

First. Space should be looked at as the frame and 
background for the store’s merchandising picture. This 
picture is made up of items (values), price, cuts, copy 
and the ideas contained in the copy. Is the picture fairly 
large, medium, or small in size? Is it made up of several 
values from several sizes? Or of one or two values from 
one stock? Good questions to ask because, after all, the 
customer gets only the impression you put in the picture. 
He or she looks at your ad and sees only what you put 
into it. Not only “he” or “she” but several hundred of 
them. That much for a single picture ; one day’s ad. 








Send In Several 

Ads At A _ Time 

And With The 

Full Newspaper 
Page 





We welcome all 
the single ads any- 
one wants to send 
in for comment. 
And when you can 
send in several, so 
much the better. A 
week’s run gives us 
an idea of how 
stocks are featured 
and furnishes the 
basis for more and 
better suggestions. 
Do not clip the ad 
out of the news- 
paper page. Send 
the full page if con- 


venient. 





Die enenetay Ss Bote to 
standard down to the cross frame 
gang rigid and prevents wobbling. 


| Kerr Hardware Co. 











Guy Hubbart. 
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Over a Week’s Advertising 


Second. Space has a suggestion value, a reminding 
power. The extent or degree of the power depends on 
how closely the ads of a week or any other selling period, 
link up with each other. Monday’s ad may put the idea 
into Mrs. Jones’ head of buying an electric refrigerator 
or some other big item. Wednesday’s ad, although the 
refrigerator is not featured in it, may increase her im- 
pulse to buy. Thursday she may see something she needs 
at once, a small oil heater, perhaps, and she comes in to 
see that. While she is in the store, her decision to buy 
the refrigerator blossoms into action. She decides to buy. 
Friday she sees your ad, talks the idea over with Mr. 
Jones and on Monday buys the refrigerator. 

That’s the way the repeat action of a week’s run of ads 
works on all kind of items and since it works that way, 
it is reasonable to believe that the size of the picture 
and its repetition work together. 

In other words, space gathers selling strength as the 
week preceeds from Monday to Saturday, each pre- 
ceeding day adding strength to the space of the day 
following. This being the case (and it surely is) space 
ought to be pyramided downward. In other words, 
bigger at the beginning of the week, less toward the 
middle and smaller for Friday. 

Or, on the basis of 100 ins. a week, 40 for Monday; 
36 for Tuesday, 14 for Thursday and 10 on Friday, or 
in some such proportion. 

The fact that the bulk of the ads carried by a single 
newspaper for stores, other than hardware stores, cen- 
ters on Friday is another reason why the above method 
is good. Big space gets a better showing when few 
other ads compete with it. 

While space is tapering off, values should taper on. 
That is, early in the week put several items into the 
space covering several sticks. Then in next day’s space 
leave out some of the items, but feature one or two large 
unit items until Friday’s ad, maybe only four items are 
shown, three small-price, general-demand items and one 
big item, such as an electric refrigerator or a stove, etc. 


COMMENT ON CURRENT ADS 
Timely Items 


Cleveland Hardware Co.—Size of space, 60 in., four 
cols. wide and 15 ins. deep. The heading “Spring Hard- 
ware” gives the cue. The items—nails, barbed wire, 
chicken wire, fence supplies, roofing, plows—suggest 
timely buying. No doubt in a later ad, law mowers, yard 
and garden tools, paint, toys, baseball and other sport- 
ing goods were featured. They are typical Spring items. 

This ad centers'on farm supplies in no uncertain man- 
ner and should have sold much goods during the week 
following publication. Attention value could be im- 
proved if the single items were set in a group across the 
middle of space with the plow featured boxed in. The 
heading could have been condensed to give room for the 
specials just below it. But it’s a good ad at that. 


Animated Display 


Bunting Hardware Co.—Three columns wide, 16 in. 
deep, 48 newspaper inches. Notice how well the space 


is laid out—two squares across the top, three rectangles 
just beneath them and in the up-and-down center, there 
is a full width section of selected items. Layout is really 
important. This one, together with clear-cut type set- 
ting, careful proportion of section-spacer, results in ani- 
mated, lively display. Eye-catching and eye-holding. 


Single Items Featured 


Kerr Hardware Co.—Two columns wide, six inches 
deep—12 newspaper inches. Here a single item is 
featured to represent farm implements. Space is well 
utilized, very effective as to attention-value. Every- 
thing is clear-cut and outstanding. This method is good 
providing other ads are used during the week to feature 
seasonable stock. 


LET THE ~— 
CLEVELAND HDW. | 
PEOPLE 


f 
QUOTE YOU PRICES ON YOUR | 


SPRING HARDWARE 


JUST RECEIVED A CAR OF NAILS, A CAR OF BARB WIRE, POULTRY 


_ GENUINE OLIVER PLOWS — 








WIRE AND HOG WIRE; ALSO A CAR OF ROOFING AND SHINGLES. 
WIRE NAILS SPRAY PUMPS 
Any Size. Goober A. C., No. 10 and No. 13. 
ees 4 — GENUINE OLIVER REPAIRS — Hoend Spray 
BARB WIRE Are Sold in Shelby by CLEVELAND es... 
A inch Hog, HARDWARE CO. Lime Sel “Lime Sulphur. 
Special Price. 
1 Have Always Used 7 
An Oliver Plow CHURNS 
MILK CANS | 
| anemeetmeeenematenl Turmung clean, even width fui and 
HOG WIRE oun brea 9? the sol, Over poms do 1, 2,3,5,and10 © 
Sor a gael enol bods tive, tammeaene: take Gallon Sizes. 
high an draft they make plowing easier for the 
26 and 32ins. Se plowman and his teagt. The sturdy construce 
“The kind you bon means many years of dependable service, 
ou” peso ta teehee angen sab nt na ROOFING 
Wersrejattetpetrreerundcpewcs, 1, 2 and 3 Ply. 
HEAVY P. & R. “WE CAN SAVE YOU “Roofing. 
FENCE MONEY.” Now | s a time to 
48 and 58 inches x 
High. 


Starts at 14 Inch 
Mesh up to 4 inch. 





enon MILK BOTTLES ee 


ee fi 


STEEL FENCE 
POSTS. 
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OUR HARNESS DEPARTMENT IS FULL. OF BARGAINS. WE 
GOOD SELECTION OF BRIDLES, HIP STRAPS, CHECK 
BANDS, COLLARS HAMES, TRACES, IN FACT ANYTHING F 


ES, 
FARMER'S NEEDS. COME IN TO $ZE U 7 
° 


car et 
DIGGERS. 
HAVE A 
INES, B ~ LY 
FOR THE 


CLEVELAND HDW CO. 
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MILTON J. MABIE 


Hardware Man and Chautauqua 
Entertainer 


INCE the days of Noah’s Ark 

the white elephant has always 

typified a “Jonah” to mankind 
and has caused many besides Jonah 
to be “down in the mouth.” The 
hardware dealer has a “white ele- 
phant” on his hands. Throughout 
the country the story repeats itself: 
“Business is not what it used to be.” 
True, some are making money—quite 
a few, in fact—but still business is 
not what it used to be. 

What is this “white elephant ?” 

In going over the country one 
hears many reasons why business is 
not what it should be. “Turnovers 
are not what they should be.” 
“Profits on a good many articles are 
not what they should be and volume 
does not permit quantity buying in 
order to gain a better discount,” “The 
farmers are in a bad condition finan- 
cially,” “Montgomery - Ward just 
opened a chain store,” “Singer took 
our sewing machine business,” “The 
drug store took our sporting goods 
business,” “Another took our wash- 
ing machine business.” So go the 
stories of the different merchants 
whose business is not what it should 


be. 
Stop Thief! 


Ever since the day that the green 
pair ate the green apple in the Gar- 
den of Eden people have had an in- 
sane desire to reach for the forbidden 





By MILTON J. MABIE 


Illustrations by the Author 


fruit. So it is with the chain stores, 
vanity stores, drug stores, etc. They 
saw that the hardware dealers had 
the best homes, best credit rating, 
etc., of all the merchants. They de- 
cided to reap some of the fruit, 
even though it concerned items not 
regularly in their lines. In many 
cases it was just like taking candy 
away from a baby—the baby cried— 
but that was all. 


An Age of Specialization 


The specialty store is another 
dangerous 
type of com- 
petition. This 
is, indeed, an 
age of spe- 
ciali zation. 
This type of 
competition 


eats into the 

Q hardware 

« ty dealer’s busi- 
Biyds . 


ness in no 

small way. 
The paint store, the electric shop, the 
chain automobile supply store, the 
exclusive sporting goods store, and 
on down the line. Truly these are 
times that try hardware men’s lives. 
It is a time to look cold facts in the 
face—find out what the “white ele- 
phant” is, and then do something 
about it. 


The Placid Merchant 
Very often we run across the 


placid type of mer- 
chant who never 





complains. He just 
plugs along in the op 
same old rut day vy 


after day with a 

wan smile on his « ” 
face. We admire PLA C.D 

him in a way, but 

still he has the same “white elephant” 
on his hands as the other fellow and, 
though he never complains, still he 
is doing nothing about it. His store 
doesn’t look prosperous, still he plugs 
along day after day with the wan 
smile on his face. 


The Smart Type 


Then there is the smart type. He 
knows exactly what is wrong. He 





A Birp’s Eve VIEw of the 





' me 
l \J 


“CLEPWANT” 


the problem. He will give them to 
you, and prove them to you—in talk. 
But he never does 

anything about it. 

Je Really, he deserves 

Cc, to be at the bottom 

of the list because 

ewe » he hasn’t the de- 
“SMART _ termination to 
carry out his ideas 

after he gets them. 


The “Prove it to Me” Type 


Then there is another type. He is 
willing to listen to new ideas. He 
wants to know what is wrong. If 


IN 


i i 
PRovEe (Tf 


you can prove a solution to the prob- 
lem, he will act. Somehow, so far 
no one has offered a solution that 
suits his fancy. 


The Modern Type 


Then there is the strictly modern 
type that is up and going. He is 
still in the minority, but I take my 
hat off to him. He is studying and 
working all the time—and his store 
and business show it, too. 


Pouring It On 


If I had not spent several years 
in the hardware business I would not 
feel so free with my criticism. But, 
heart to heart, will you gentlemen 
please take this line of criticism in a 
kind hearted manner? All right— 
here goes: Of all the lines of busi- 





can give you a dozen solutions to 





ness under the shining sun, the aver- 
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HARDWARE STORES in Len States 


HE author of this article, 
Milton J. Mabie, is first of 
all a hardware man. His 
travels throughout the country as 
a member of the Massey Five, a 
group of Chautauqua entertainers, 
have enabled him to observe a 
number of hardware stores. 
His observations set forth here in 
somewhat lighter vein are in real- 
ity a serious discussion of condi- 
tions as he has found them. Mr. 
Mabie, when he is at home, takes 
his place in the hardware store of 
the Mabie-Lowrie Hardware Co., 
Roswell, N. M. 


Here are the 
Massey Five 
in the act of 
syncopa- 
tion for which 
they are well 
=! known on the 


Chautauqua. 





age hardware store is the least up- 
to-date. 

In what way? 

Nearly every way. 

Let’s start at the front door. Look 
at the windows! Would you want 
to trade at a drug store or grocery 
store, or even a dry goods store that 
had windows like the average hard- 
ware store? (Now I am not talking 
to you fellows that have nice looking 
windows.) Honestly, I believe some 
of the windows I have seen have not 
been changed for three months. Some 
of them have not been washed much 
more recently than that. Do they 
look inviting? Ask yourself that 
question. 

Some of the excuses go like this: 
“I can’t get a good boy to trim win- 
dows.” Well, it is a fact that very 
few stores have an expert window 
display man. One reason is—well, 
go down to your nearest department 








store neighbor and see what they pay 
their display man. That is one rea- 
son why the best display men prefer 
to work for department or dry goods 
stores, instead of hardware stores. 
Lots of stores have a display man 
who is fairly good, but they keep him 
too busy selling nails and screws to 
give him much time for the win- 
dows. This is one reason why the 
department stores have much more 
attractive windows. The department 
stores know from experience that 
shop windows, kept up, pay and pay 
well. The average hardware man 
seems to think they are a secondary 
matter. Even if you haven’t got an 
expert window man, he can at least 
keep your windows neat and clean. 
Of course, you may not be able to 
afford a display man—that is one for 
this purpose alone—as the depart- 
ment stores do. That depends upon 
the size of your store and your city. 


™ 


INSIDE Dope" 





| 





In this 
way you could get your windows 
changed at least once a week. 

Try keeping them spic and span 
for a while, and see what a difference 


dows at night after work. 


it will make. You will at least have 
more pride in your store. There may 
be an excuse for not having the most 
up-to-date displays, but there is no 
excuse for this shabby untidiness that 
we quite often see in hardware store 
windows. 

Inside Dope 


Well, let’s go inside next. Do we 
see any merchandise displayed in a 
neat and attractive manner, with a 
price tag on each item? Is the mer- 
chandise displayed in a manner that 


aL 


Bical 














{ 


2 > ee 


| gives it that “take me home” lure? 


| 
| 
| 
| 
| 


| Sad, but the truth is that in very few 


cases do these conditions prevail. 


| Are the cases neatly trimmed? Do 


| you see special outstanding values to 


| 


induce buying? Is the theory being 


| practiced that the purchase of some 


| article showing special value often 


It is possible that if you paid one | loosens the purse strings to further 
Are the fixtures up-to-date 
(Continued on page 93) 


of the boys a little extra money he 


could be induced to trim your win- | 





buying ? 
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Mail Order Branch Stores 


ROBABLY no other single form of 

present-day competition is receiving 

more observation than the newly 
established retail stores of the two lead- 
ing mail order houses. From hundreds 
of letters received on this subject we have 
selected a few which are typical of the 
average retail hardware merchant’s view 
on this subject. We have purposely 
taken letters from different parts of the 
country. Each letter comes from a town 
in which one of these mail order branch 
stores is operating. It is most reassuring 
to learn from these letters, that any dif- 
ference in business of the independent 
store has been in the nature of an in- 
crease. It would appear that stores in 
towns with this new competition are en- 
joying the advantages of a broader trad- 
ing area. The only loss we can discover 
through this cause, is found in towns 
twenty to thirty miles away.—The Editor. 


We Feature Quality Merchandise 


Lima, Outo.—“In September 1928 one mail order 
concern located in our city and in December of the same 
year the other mail order firm also located with us. We 
are unable to state definitely the effect they will have on 
our class of trade as our policy is QUALITY GOODS 
REGARDLESS OF PRICE and has been that for 
twenty-two years. The belief of the writer is that they 
are no detriment to us, as we can follow them on stand- 
ard or quality lines in price, or even in some cases sell 
for less than they quote. 

“We believe that the store with quality goods will not 
suffer any bad effects, such as we experienced by the 
trade using the catalogue and then ordering without see- 
ing the goods. When they come in contact with the 
goods and can handle them, they see the difference and 
buy the better quality. 

“The writer feels that our success over the catalogue 
house is to be had by the quality of our clerks and their 
ability to explain the use and quality of the goods they 
sell. Our sales force-are men of experience and know 
the goods they sell and the customer is pleased to have 
that kind of a clerk wait on them. We find that the cat- 
alogue houses that sell at retail will not pay the wage 
scale of a clerk that knows the hardware game and if 


they do know they are ashamed of the goods and fail 
to make the sale. 

“As to improving our city, they are no asset to Lima. 
Ohio, as I see them, but I feel that they do draw trade 
to the city that possibly would order from catalogue 
house direct if they were not here. The writer believes 
that they are tough competition for the cheap five and 
ten cent stores and the twenty-five and fifty cent stores 
and we believe that is where the fight exists. 

“We need only one thing for our relief and that 
thing is to have the manufacturer of goods see that cat- 
alogue houses and chain stores pay the same price the 
hardware trade must pay, everything being equal the 
catalogue houses and chain stores will eliminate them- 
selves.” 

(Signed) J. W. BLacksBurN, 
Agerter & Blackburn. 





Modesto, Cal.—“The mail order branch in 
our town has undoubtedly taken a small 
amount of business from all hardware stores. 
When it first opened they created quite a stir, 
but it died down in about two months, as cus- 
tomers find that the goods are not standard. 
The mail order branch merchandise does not 
show up as well on the counters as it does in 
the catalog. It carries a few standard tools 
and other things and on these it cuts the stand- 
ard prices. Its principal business is in tires, 
tubes, washing machines, electric stoves and 
ranges and some farming implements. The 
service is poor and a continuance of the pres- 
ent system and methods does not constitute a 

, great menace to the independent hardware 
dealer.” 
(Signed) J. J. Carmichal, prop. 


The Economy Hardware Store. 





Not Worrying, But Are Watching 


MARSHALLTOWN, Iowa.—‘We have a mail order 
store across the street and cannot see that they have 


done us any harm. In fact, our 1928 business was the 
best we have had. 

“They do carry such items as lawn mowers during the 
season and also other items that they make lower prices 
on but we have made certain factory connections so that 
we can compete with them and still make a good margin. 

“Unless their competition is very much keener in the 
future than it has been in the past, we do not feel that 
we have anything to worry about. 

“However, we aré watching our merchandise and our 
prices very carefully and are going to try to remain in 
the picture.” 

(Signed) E. E. Bromer, 
Abbott & Son. 
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Increase Trading Areas 


We Have Not Been Hurt 


Paris Texas.—“Our experience since mail order 
house opened a retail store here is that we do not feel 
that we have been hurt any. We believe that our busi- 
ness as well as other merchants’ has improved somewhat. 
In regard to the price situation will say that as yet we 
have not faced anything alarming yet. Some of their 
prices on hardware items are slightly cheaper than our 
prices, but there is a difference in the grade of mer- 
chandise we have and the grade they handle. We do 
not know whether the Chain Store advertising plans 
will improve our city or not, but we are inclined to think 
they would. There is no question but what the mer- 
chants in nearby towns within a radius of thirty miles 
have been injured by their neighbors and friends com- 
ing to this city to trade.” 

(Signed) House Harpware Co. 


‘ 





Lorain, Ohio.—‘We have noticed no great 
change since the opening of the mail order 
store. With exception of the opening day we 
have had no noticeable increase or decrease 
in business. We realize that more customers 
have been brought into the city and we have 
made some new customers. To date we have 
contented ourselves by thinking that there has 
been an even break on business. 


“On the mail order store’s opening day it 
was a general impression that the merchan- 
dise was not up to standard. We do not see 
how this mail order store will be of any great 
help to the city or affect seriously the mer- 
chants.” 

(Signed) E. L. Krantz, 
The Lorain Hardware Co. 


Same As Other Competition 
Dear Sir: 


CLInTON, Itt.—‘“The first six months the mail order 
store was in Clinton, we heard more or less of them from 
our customers. It is a rare thing for us to hear a cus- 
tomer mention their name at the present time. 

“We adopted the policy when they opened up here and 
are still continuing it, of meeting their prices on mer- 
chandise which we handle or not handling that mer- 
chandise. We found that it was necessary to change 
some of our lines, but from our experience we feel that 
they have been a help rather than a hindrance to our 
business. I would much prefer having them in our own 
town rather than having them at some distant place. 

“We find that on a price basis we are able to compete 
with them except in a few rare instances and consider 
them just the same as we would any other competitor.” 

(Signed) Hosart R. Beatty, 
H. G. Beatty & Co. 


Are Bringing People to Town 


Mason City, Iowa.—‘“In reference to business situ- 
ation since the establishing of the two mail order houses 
in our town, we do not feel we have been materially 
affected by them as yet. In other words there are some 
things in favor and some against. They do price some 
standard items very low, on the other hand some of their 
low priced goods are second grade merchandise. 

“They are bringing people to Mason City and we feel 
we are receiving some business from them. At the pres- 
ent time we would say that we have not been affected by 
these concerns in Mason City.” 

(Signed) F. R. Currie, 
Currie-Van Ness Co. 


Beatrice, Nes.—“We find they are a 
wonderful drawing power. More people 
visit our city to trade. 

Do not hear much complaint. 

More strangers visit our stores than be- 
fore they located in our city. 

We are enjoying an increase in trade, 
on account of several years of good crops, 
together with the increased territory, due 
to the chain store. 

We will not know the effect their com- 
ing will have on the small town merchants 
for some time, as they are waking up to 
the fact that they have a problem before 
them and they are hustling to hold their 
trade, 

The small town, has been going down 
for the last tenvyears, due to good roads, 
and the auto.” 


(Signed) E. BIGLER 


Finds Little Price Competition 


Huntineton. Inp.—‘‘Our experience since one of 
the mail order houses established a retail store in our 
town, was that at first people seemed to flock to this 
store, but now we seldom hear of them, in fact we doubt 
if they are doing the amount of business they did six 
months past. People go there several times after mer- 
chandise and they want to order same for them, and this 
disgusts them and they never go back. 

“We have not faced a price competition excepting on 
auto tires, on anything else we can meet them and in 
many cases undersell. We don’t believe they cut any 
figure in the retail trade in Huntington; at first people 
came in from the surrounding towns and country, but 
now that has died out, and we very seldom hear any- 
one say a word about them.” 

(Signed) O. L. Brince, 
Lewis Bridge & Sons. 
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This giant vacuum sweeper is used for cleaning cellars 


E ARE now cashing in on a multitude of re- 

markable scientific accomplishments. The growth 

of the machine has brought us unparalleled pros- 
perity. Our never-ending supply of new mechanical de- 
vices appears to be creating enough new jobs to take 
care of the workers displaced by automatic equipment. 
American labor as a whole is 60 per cent more produc- 
tive than in 1914. 

The hand-to-mouth system of buying has been made 
possible by improvements in railroad service. The daily 
average freight car movement is the highest ever ob- 
tained. Noteworthy progress in medicine and surgery 
is increasing human efficiency and adding to the span 
of life. The curve of fuel conservation in industry con- 
tinues its climb upward. The construction of better 
roads throughout the earth is being followed by the 
spread of the automobile and radio, thereby shortening 
distances and breaking down the barriers of language, 
prejudice and tradition. Advertising, which commenced 
with a hand-printed poster tacked up in the public square, 
has become practically instantaneous. 

The realm of business at present lacks nothing in the 
way of excitement for those who innovate and pioneer. 
The average business executive now gets as much fun 
from out-guessing the other fellow as Napoleon did out 
of trying to conquer the world. To some big leaders, 
profits are merely a by-product of doing things well. 
They regard the dollars that pile up as only a form of 
applause. 


Tuts mechanization of industry is forcing us to find 
new yardsticks to measure efficiency. One such unit of 
measurement that just now is attracting wide scientific 
attention is called the ““K. M. H.” yardstick and is based 


on what an employee does in 1000 working hours. Ap- 
plied to 14,000 manufacturing plants, this method of 
gaging efficiency showed astounding inequalities in pres- 
ent managerial ability. It disclosed that some industries 
produced 20 times as much value as others for the same 
amount of labor. The average variation between com- 
panies in the same line of industry was shown to be 
13 to 1. And contrary to general opinion, the little man- 
ufacturer, on the average, is producing more goods and 
at a lower cost than the big corporation. 


EVERYBODY’S 
BUSINESS 


By Floyd W. Parsons 


Our Partnership 
with Automatons 


In 35 out of 53 different industries, the smallest com- 
pany in the lot was found to have a higher rate of pro- 
duction than the largest company. Conversely the larg- 
est company had the highest rate of output in only three 
industries. These facts are revolutionary. They explain 
why the little shop continues to exist despite what was 
supposed to be the obliterating competition of the big 
corporation. It proves the folly of trying to measure 
management by net profit, and indicates that industry 
before long will have an index, or efficiency formula, 
that will mean as much to the financial community as do 
net quick assets, or inventory turnover. 


Ir is clear, therefore, that the automatic machine has 
become just as much an ally of the small concern as of 
the big corporation. 

On every side of us things are being done in ways 
that are new. Out in Kansas the other day scientists 
were watching tests of a device to collect electrical 
energy from the ether and convert it into a current of 
electricity dissimilar in many ways from the direct or 
alternating currents now used. This new method oper- 
ated an automobile in which an electric motor had been 
substituted for the original engine. Power was supplied 
in such quantity that it had to be reduced when used to 
propel the car. The enthusiastic inventor claims that 
a machine of this type weighing no more than 20 pounds 
will be able to light and heat an average home or run 
a motor car. This invention, brought to realization in a 
commercial way, would soon give us an electrified world 
with free power for all industry. 

The entrance of the motor car awakened the rail- 
road to the necessity of revolutionizing practices. Hun- 
dreds of inventions are now being tried out by the great 
transportation systems. For example, one group of en- 
gineers has succeeded in developing a new high-pressure 
steam engine that may upset many calculations. The 
present outcome of this research is a car of all-steel con- 
struction equipped with a 300-horsepower power plant. 
generating steam from furnace oil or distillate. 

This may not sound very important, but the possibili- 
ties of such an accomplishment may be far-reaching. On 
a test run of 8000 miles the cost per mile for the new car 

(Continued on page 97) 
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Present Type of Rural Mail Boxes 
Unsalable on July 1—Sell Them Now! 


ECENTLY Harpware AGE carried the news 
of new regulations governing the sale and 
installation of rural mail boxes, effective July 

1, 1929. We wish to again remind our readers that 
all present type boxes must be disposed of prior 
to July 1, or they become unsalable under the ruling 
of the Postmaster General. These boxes, declared 
obsolete on July 1, may be sold before that time 
with the understanding that such boxes will be 
erected prior to the closing date. 

In a recent communication George A. Fernley, 
secretary-treasurer of the National Hardware As- 
sociation, covered this situation, stating: 

“Tt will be of interest to our members to know 
that on and after July 1, 1929, all mail boxes pro- 
vided and erected by patrons of rural and star ser- 
vice must conform to the specifications issued from 
the Postmaster General’s office of what will be 
known as Standard No. 2 rural mail boxes. 

“Dealers who have a stock of the old type boxes 
may dispose of them to rural patrons with the un- 


derstanding that such boxes will be erected on rural 
routes prior to July 1, 1929, as after that date the 
Department will not approve other than the new 
Standard No. 2 boxes for erection on rural routes. 

“This will mean that all rural boxes of the pres- 
ent type will become obsolete and unsalable by the 
retail trade after July 1. 

“The dimensions of the new Standard No. 2 box 
are: Inside measurements will be length, 23 3/16 in. ; 
width, 11 in., and height, 1334 in., approximately, 
and if you wish a copy of the specifications with 
blueprint, write to— 


H. H. Billany, 4th Asst. Postmaster General 
Post Office Department, Washington, D. C. 


“Tt is our thought that more time should have 
been allowed for the disposal of old style boxes, 
and we have written the Postmaster General’s of- 
fice urging that the time be advanced to July 1, 
1930, as very little advance notice has been given 
to this ruling of the Post Office Department.” 








An Interesting Hardware Invoice 


HIS interesting hard - 

ware invoice dated Jan. 
7, 1869, was loaned to us by 
Irving S. Kemp, president, 
Evansville Tool Works, Inc., 
Evansville, Ind. About 100 
items are listed, 50 on each 
side of the long sheet. On 
the back of this bill is the 
interesting information that 
adze eye nail hammers were 
sold to the dealer at $7.50 per 
dozen in 1869. Although we 
we hear much talk about 
present day high prices, we 
learn upon investigation that 
good quality polished adze 
eye nail hammers are quoted 
from $7.50 to $8.00 per 
dozen, and that black fin- 
ished hammers are sold as 
low as $4.50 per dozen at the 
present time. If there were 
some way of definitely com- 
paring other items shown, it 
is likely that similar informa- 
tion would be obtained. 
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ay hould Women Be Em 


Here Are More Opinions Given in Answer to 

the Question Asked by a Dealer in a Town of 

7,000 Population: “Should Women be Em- 
ployed to Sell Hardware?’’ Read Them. 


Women Inspire Cleaner Stores 


Excin, Itt.—“From my observations 
in the past few years, I do not believe 
that the size of the 
town has anything 
to do with the suc- 
cess of women em- 
ployees in a retail) 
hardware store. 
About the only 
question which 
could arise as to 
whether or _ not 
women should be 
included on the 
sales foree, would 
be whether the vol- 
ume of business was sufficient to have 
more than one person in the store. 
There are plenty of stores in Illinois 
today operated by the owner and one 
clerk. In these, the owner keeps what 
records are necessary; does the buying, 
some selling and continues year after 
year making little, if any money. Doubt- 
less. such merchants could very profit- 
ably change their methods so that the 
owner and one lady employee could take 
care of all the business much more satis- 
factorily and much more profitably. The 
owner would be relieved of all book- 
keeping work and could devote a larger 
percentage of his time to selling, as- 
sisted by the lady employee, who, in the 
majority of cases, would prove to be 
just as efficient a salesperson as the 
average clerk. 

“The only test to make in comparing 
salesmen and salesladies is the cost 
in relation to sales. Quite often we 
have found salesladies have as high a 
total sales volume, sometimes even 
higher, than the average clerk. As the 
weekly pay check will probably be 
smaller for the saleslady than it would 
for the salesman, then the cost ex- 
pressed in percentage of total sales, 
will be much lower. 

“The using of women as part of the 
salesforce of the store is not new, 


P. M. MULLIKEN 





within the past few years they have 
become rather common in hardware 
stores and the number will increase in 
the next few years rather than de- 
crease. This is due to several reasons. 

“First of all, is the cost. Probably 
next in importance is the improved ap- 
pearance which a saleslady will give to 
a store, It is their natural inclination 
to keep the store cleaner and better 





arranged than would a man. Someone 


told the writer recently, that the most | 


slovenly woman was neater than the 
most tidy man. The appearance of 
stores where saleswomen are employed 
very clearly shows the value of such 
help in maintaining an improved ap- 
pearing store. As women constitute 


the majority of buyers, it is well that | 


our hardware stores be made as at- 


tractive as possible. 


“One factor which I have never seen 
mentioned in any article in any of the | 
trade magazines on this subject, is that | 


of loafing on the job. Many and many 


times have I found the “boys” in the | 


store taking it easy when the boss was 
not around, or even when he was there. 
It seemed to be part of their daily pro- 
gram to spend so many hours sitting on 
the counter, or reading the sport section 
of the daily paper. I cannot recall just 
now of ever having found a saleslady 
idle. While not actually engaged in 
waiting upon customers, she would be 
rearranging the stock, dusting, renew- 
ing displays, or studying the merchan- 
dise that she might be better posted on 
its merits. 

“It seems to me that as a rule a 
woman will be found to be fully as 
dependable as a man, which is also a 
very important factor. 

“There is a place for a woman in 
the hardware store and she will prove 
her efficiency and ability if given an 
opportunity. Any resentment that 





might come from the public against 
salesladies, will be so small that the | 
increased efficiency of the saleslady will | 


offset and quickly make up for any 

losses which might occur.” 

(Signed) P. M. Muttiken, 
Managing Director, 
Illinois Retail Hardware Assn., 
Elgin, Il. 


Not Popular with Trade in 
Country Town Store 


APPLETON, Minn.—“I have read 
with much interest the various com- 
ments in your paper on ‘Should Women 
Be Employed to Sell Hardware?’ and 
think that this is a matter that should 
be carefully considered by hardware 
merchants. I must say that I have had 
no experience with women in my store. 


K. KNUTSON 


“A lady clerk in hardware stores in 
the average country town such as this 
and larger would not be popuiar with 
the trade. My principal objection would 
be that there is too much merchandise 
handled that a lady has very little 
knowledge of and it would be hard for 
her to convince the customers that she 
did know. Then, so much of the goods 
that we sell is heavy to handle that it 
would be cumbersome for her to dis- 
play and demonstrate it well. Of 
course, lots of these things are not so 
clean, but what it would soil her hands 
and clothes. 

“If I had a large hardware store 
with the goods in large enough depart- 
ments so that I could afford to keep a 
lady clerk busy with these goods or 
departments, I would employ one for 
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the kitchenware, household and also 
paints, stains, wax, etc., which she 
would be in position to know as much 
or more about as an average man, A 
lady clerk in a store of this kind would 
be a great help also in window trim- 
ming and office work. I think I could 
keep her busy all the time. 

“T dont believe that a lady clerk 
would be a good help in a small hard- 
ware store.” 

(Signed) K. Knutson. 


Have More Patience Than Men 


Wosurn, Mass.—“From an experi- 
ence of about 40 years I say they 
should be employed. As I go around 
the country and see so many girls em- 
ployed in hardware stores, I feel that I 
made no mistake in starting this fash- 
ion. For the store that keeps kitchen- 
ware, paints and crockery in addition to 
hardware, girls or women are indis- 
pensable. They have a natural taste 
for utility and color. 

“They are blessed with more patience 
than the average man, are more con- 
scientious, and more willing to learn. 


L. W. THOMPSON 


There are exceptions, of course, but 
there is nothing in a hardware store 
that a woman or girl cannot sell except 
heavy articles, and then she can ask 
help. 

“Stores where girls or women are 
employed are always cleaner, the goods 
are better displayed, and, best of all, 
goods that are “out of” or are “low 
on” are reported better by girls and 





These Readers, Commenting on This Question 
Are Agreed That Women Are Desirable as 
Salespeople, in Some Departments of the Hard- 


ware Store. 


women than by men. I am sorry to say 
this, but it is a fact that the words “out 
of” are the biggest hooddoo’s in our 
business. 

“Go through any town and you can 
pick out the store windows that have 
been trimmed by girls or women. Try 
it. Seven out of ten hardware stores 
have women for bookkeepers. Five out 
of ten of these bookkeepers can sell 
goods on the floor, and two out of ten 
do some or all of the buying. I doubt 
if the size of a town would make for 
or against the plan of having female 
clerks.” 

(Signed) L. W. THompson. 
Woburn Hardware Co., Inc. 


More Satisfactory Than Men 


Butte, Mont.—“We employ men on 
our sales force in all departments with 
the exception of the housefurnishings 
and china. In this department we have 
one man, the department manager, and 
two saleswomen. 

“From our observation, we believe 
women in this department are more 
satisfactory than men. We have never 
heard of any objections on the part of 
our customers to being served by 
women; in fact, are of the opinion that 
the consuming public, particularly 
women, prefer to deal with women when 
purchasing household utensils, china, 
glassware, etc. 

“We do not believe that sex enters 
into the matter of purchasing these 
days, the foremost in the minds of the 
buying public being price. Occasional- 
ly, the consumer will buy an item of 
hardware from one of the local chain 


stores, who employ none but female | 
ithe present arrangement of hardware 


help, then bring the article into our 
store to learn from one of the sales- 
men how it operates or how it should 
be installed for the best results, which 
indicates that price is uppermost now- 
adays, and intelligent service- has no 
value. 


| 





Watch for Further Letters. 


“The population of our town is 
60,000.” 
(Signed) E. S. Wooptanp, 


Manager, Montana Hardware Co. 


Considering Employing Two 
More Women 


PUNXSUTAWNEY, Pa.—‘‘We have at 
the present time a lady clerk in full 
charge of our 
China and House 
Furnishig Depart- 
ment, which  in- 
cludes stoves and 
refrigerators and 
occupies our entire 
second floor. Ow- 
ing to the fact that 
she has given such 
universal satisfac- 
tion, we would not 
consider making 
any change at the present time. 

“We are just now changing our store 
over to the table display method of 
merchandising, and are thinking quite 
seriously of employing at least two 
sales ladies for this particular depart- 
ment, because we know that they will 
keep the tables much cleaner and more 
attractive than would a man. 

Statistics show, and they have 
preached to us for the last two years 
at conventions, that 75 per cent of the 
purchases in hardware stores are di- 
rectly or indirectly made by women. 
This being the case, why should we al- 
low ourselves to be influenced by the 
objections of a few men to our employ- 
ing lady clerks ? 

“T am thoroughly convinced that in 


GEO. C. BROWN 


stores, it is quite proper and fitting to 
use lady clerks, and am also quite sure 
that a good lady clerk is much more 
preferable than a poor male clerk.” 
(Signed) Geo. C. Brown, 
Punxsutawney Hardware Co. 
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H. E. Mordan Succeeds W. R. McComb as Save 
the Surface Manager 


H. E. Mordan, for several years assis- 
tant business manager of Save the Surface 
Campaign, 18 East Forty-first Street, 
New York, N. Y., has been appointed 
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business manager, succeeding William R. 
McComb, who has resigned to become 
vice-president of Craftex Co., 285 Madi- 
son Avenue, New York, N. Y. 

The new business manager is well ac- 
quainted with the duties and problems of 
his new position, due to his long-experi- 
ence in the paint and varnish industry. 
Mr. Mordan was at one time a member 
of Henry A. Jeffcott & Co., Philadelphia 
advertising agents. Later he became man- 
aging editor of three paint trade publica- 
tions, including the Paint and Varnish 
Record. 

In 1924 he went with the Save the Sur- 
face Campaign in Philadelphia, and had 
charge of all promotion activities. He be- 
came assistant business manager in 1925. 
Mr. Mordan is now editor of the Save 
the Surface News; associate editor of The 











Bulletin, official organ of the American 
Paint and Varnish Manufacturers’ Asso- 
ciation and the National Paint, Oil and 
Varnish Association, Inc.; also associate 





H. E. MORDAN 











editor of Save the Surface Magazine. Mr. 
Mordan worked extensively on the exhibit 
of the industry at the Sesqui-Centennial 
in Philadelphia. He is a member of the 
Advertising Club of New York, also the 
Newspaper Club. 

Mr. McComb became business manager 
of the campaign on April 1, 1926. Prior 
to this connection he was a chemical engi- 
neer with the Phelps-Dodge Co.; assis- 
tant manager of the industrial department 
of the Merchant’s Association of New 
York, and manager of the development 
department for the Brooklyn Chamber of 
Commerce. He has had many years’ ex- 
perience in making surveys of industrial 
plants and industries in this country and 
in South America. His experiences should 
be of great value to him in his work with 
the Craftex organization. 





George W. Haendle, Veteran 
New York Hardware Man, Dies 


George W. Haendle, who was associ- 
ated with Charles Mann in the retail hard- 
ware business in the Harlem section of 
New York City for 32 years, died re- 
cently following a lingering illness. He 
was 63 years of age. 

Mr. Haendle began his hardware experi- 
ence in 1883, when he was 17 years of age. 
In 1896 he was made manager of the 
store and filled this position until the death 
of Mr. Mann in 1914. The following year 
he joined Putnam & Co., New York City, 
as a salesman, and later was associated 
with the Fairbanks Co., devoting a major 
portion of his time to compiling a new 
catalog. 

Ill health in 1915 forced him to relin- 
quish his active work. Mr. Haendle was 
well known to many salesmen in the Metro- 





politan district. He was for 25 years 
president of the Greenwich Military Band 
and an accomplished musician on many in- 
struments. His widow survives. 


Hercules Powder Stockholders 
Reelect Board of Directors 


The annual meeting of the stockholders 
of the Hercules Powder Co. was held at 
Wilmington, Del., on Tuesday morning, 
March 19, 1929, at which time directors 
were elected for the ensuing year. The 
personnel of the directorate was not 
changed. 

The directors reelected are: T. W. 
Bacchus, L. N. Bent, C. A. Bigelow, R. 
H. Dunham, C. A. Higgins, C. C. Hoopes, 
G. M. Norman, C. D. Prickett, G. G. 
Rheuby, N.- P. Rood, J. T. Skelly and 
F. W. Stark. 





Saunders Norvell Addresses 
Annual Westchester Dinner 


The seventeenth annual dinner of the 
Westchester County Hardware Dealers’ 
Association (New York), held at the 
Hotel Gramatan, Bronxville, N. Y., Thurs- 
day, March 14, was one of the best at- 
tended functions this group has held. A 
wonderful dinner was served with music 
for dancing between courses, and a group 
of entertainers, who performed during the 
courses. Harry P. Hoblin, Larchmont, 
president, was toastmaster, and vice-presi- 
dent William L. Vetter, New Rochelle, 
was the active dinner chairman, who at- 
tended to all the preliminary details which 
helped make the party a success. 

Saunders Norvell, president, Remington 
Arms Co., Inc., New York City, and Con- 
tributing Editor, HARDWARE AGE, was the 
speaker of the evening. He delivered a 
brief inspirational talk to salesmen, urg- 
ing them to become better salesmen, to 
study the dealers’ problems to help custom- 
ers, and to actually do some selling. Mr. 
Norvell then told the dealers the impor- 
tance of studying and following trends of 
consumer demand. In closing he told two 
of his very interesting selling experience 
stories. 

A delegation of New York Hardware 
Boosters, headed by Chief Booster George 
H. Fisher, attended the dinner. Dancing 
followed the talk by Mr. Norvell. 

Earlier in the evening all officers were 
reelected. They are: president, Harry 
Hoblin, Larchmont ; vice-president, William 
L. Vetter, New Rochelle; secretary, E. K. 
Ortiz, Jr., Mamaroneck, and treasurer, 
Samuel T. Riley, Cornell Bros., Tuckahoe, 
N. Y. 


Charles E. Baumann Forms 
Catalogue Compiling Co. 


Charles E. Baumann has recently estab- 
lished the Catalogue Compiling Co. at 125 
Church Street, New York City. He was 
formerly connected with the Brooklyn 
Daily Eagle, Brooklyn, N. Y., as editor 
in the trade catalog department. Mr. 
Baumann has had complete charge of the 
compiling of catalogs for many large 
wholesale concerns throughout the country. 


Whitman-Barnes-Detroit Corp. 
Becomes Whitman & Barnes, Inc. 


As it has been felt for some time that 
its name was too cumbersome, the Whit- 
man-Barnes-Detroit Corp., Detroit, Mich., 
has changed its name to Whitman & 
Barnes, Inc. 

In an announcement from W. H. Eager, 
president, it is stated that the new name 
became effective March 1. 


The Carborundum Co. Opens 
New Detroit, Mich., Building 
The Carborundum Co., Niagara Falls, 

N. Y., has extended an invitation to the 
trade to visit the new Carborundum Build- 
ing at 2759 East Grand Boulevard, Detroit, 
Mich. It is a three-story structure, modern 
to the last detail and occupies a large plot 
of ground on this well-known avenue. 
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Milwaukee Stamping Co. Honors 
Birbaum for 25 Years Service 


Executives, superintendents, office work- 
ers and men from the plants participated 
in a recent celebration at the plant of the 
Milwaukee Stamping Co., Milwaukee, 
Wis., in honor of Joseph Birbaum, vice- 
president and works manager of the com- 
pany, who observed his 25th anniversary 
with the company. 
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The officials and stockholders of the 
company presented him with a beautiful 
silver service, appropriately engraved to 
commemorate the occasion. From _ the 
Foremens’ Club, an organization of 75 men 
holding responsible positions, he received 
a very complete smoking set. Following 
the presentations, Mr. Birbaum, in a short 
speech, thanked his fellow workers for their 
remembrances. 

In 1903, after studying ornamental metal 
work and designing, Mr. Birbaum joined 
the Milwaukee organization as an assis- 
tant plater. He was shortly after promoted 
to foreman of the plating department. His 
advance through the organization was 
steady, going from department to depart- 
ment, finally becoming superintendent, and 
in 1925 was elected vice-president and ap- 
pointed works manager. In this position 
he has full charge of all production, pur- 
chasing, cost work, employment, engineer- 
ing and many other duties. 

During the years that Mr. Birbaum has 
been with the company, he has discharged 
all of his obligations unusually well and is 
held in the highest regard by not only the 
officials of the organization, but by every 
employee in the plant. 


Edward F. Daily President 
Brooklyn Hardware Association 


Edward F. Daily was relected to the 
presidency of the Brooklyn Hardware As- 
sociation at that organization’s annual 
meeting, held in the Johnston Building, 
Brooklyn, N. Y., on the evening of 
March 14. 

Other officers reelected at this meeting 
were Geo. H. Wachenfeld, first vice-presi- 
dent; Robert Hammond, second vice- 





president; Henry F. Bond, treasurer, and 
Robert Pearsall, secretary. Mr. Hammond 
is also secretary of the Metropolitan 
Hardware Association. Secretary Pear- 
sall read his annual report, which will be 
printed and distributed. 

The March meeting was well attended, 
with about fifty members and guests pres- 
ent. The election was the principal busi- 
ness of the evening. H. A. (Al) Cornell, 
as usual, conducted a most interesting and 
helpful question box discussion. 

Following the meeting, the hardware 
men adjourned to Joe’s restaurant, where 
an a la carte supper was served under the 
supervision of the entertainment committee. 


Walton N. Hicks Has Joined 
McKinney Manufacturing Co. 


Walton N. Hicks became a member of 
the McKinney Mfg. Co., Pittsburgh, Pa., 
sales organization on Feb. 1 as manager 
of the Lock and Forged Iron Divisions. 


WALTON N. HICKS 


His experience prior to coming into the 
builders’ hardware industry was devoted 
to the fabrication and sales of structural 
steel, also to the manufacture and sales 
of hollow metal doors and windows. 

Coming into the builders’ hardware in- 
dustry, Mr. Hicks began in the factory 
of the Russell & Erwin Co., New Britain, 
Conn. Here he established the Beginners’ 
School of Builders’ Hardware, and wrote 
a textbook on the subject which has been 
used quite extensively. 

For five years he was manager of con- 
tract sales of Russell & Erwin’s New York 
office, where he also called on the larger 
jobbers of the Metropolitan area. 


Doucette & Law Want Catalogs 


Doucette & Law have opened a hard- 
ware store at 145 Washington St., Haver- 
hill, Mass., and would like to have manu- 
facturers send them catalogs covering 
hardware and sporting goods. 








Edward M. Hill Treasurer 
Whiting-Adams Company 


Edward M. Hill, for several years vice- 
president of Whiting-Adams Co., 690 
Harrison Avenue, Boston, Mass., has re- 
cently been elected treasurer of the organ- 
ization, succeeding Stanley Cunningham, 
who resigned on March 1. 

Mr. Hill is an alumnus of Harvard 
and spent several years in a banking house 
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following his graduation, until the forma- 
tion of the Whiting-Adams organization 
in 1908. This was brought about by the 
consolidation of John L. Whiting & Son 
and J. J. Adams Co. 

The new treasurer, a brother of Henry 
H. Hill, president of the company, brings 
to his new office a wealth of experience 
in the manufacture of brushes. 


The M. & M. Co. Becoming 
Wholesale Hardware House 


The M. & M. Co., 500 Prospect Avenue, 
Cleveland, Ohio, for the past 20 years 
dealer in automobile accessories, is grad- 
ually getting into the wholesale hardware 
business. 

The company has recently acquired a 
large warehouse adjoining its retail store 
which gives it 165,000 sq. ft. of floor space. 
It is now handling quite a number of 
hardware lines including paints and 
brushes, mechanics’ tools, radio equipment 
and sporting goods. It will gradually ex- 
pand in other lines and has just branched 
out into garden tools. While it is at pres- 
ent handling goods in the household appli- 
ance line, it plans to get more completely 
into this line during the coming Fall. 

The M. & M. company has a lease ex- 
tending for nearly two years on its pres- 
ent quarters, but as soon as that expires, 
it plans to open a large warehouse in the 
wholesale district of Cleveland directly 
along railroad sidings. The company will 
add pipe and other mill supplies when it 
gets into its new quarters. It is operating 
wholesale stores at present in both Akron 
and Youngstown, Ohio. 

J. C. McLean is president of the M. & 
M. Co.; J. A. Smith is vice-president and 
W. B. Davis, secretary and treasurer. 
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Many Instructive Exhibits Planned for Chicago 
Toy Fair 


Hardware men in the Middle West will 


be interested to learn that plans for the | 


1929 Chicago Toy Fair are rapidly being 
whipped into shape by Wm. A. Benoliel, 
secretary of the Chicago Toy Fair Asso- 
ciation. Following the very successful 
New York Toy Fair, it is expected that 
many of the instructive and interesting 
exhibits shown in the New York hotels 
will be shipped intact to the Morrison Ho- 
tel, Sherman Hotel and Palmer House, 
where the fair will be held from April 15 
until April 27. 

Retail hardware dealers showed keen in- 
terest in last year’s Chicago Toy Fair, and 
it is expected that many more retailers will 
be in attendance this year. 

The always enjoyable Toy Fair Banquet 
is to be held in the Morrison Hotel on the 
evening of Wednesday, April 17. The sec- 
retary urges reservations be made as soon 
as possible. Further information regard- 
ing the fair can be obtained from Mr. Beno- 
liel at 221 West Madison Street, Chicago, 
who states that about 300 exhibitors will 
be at the Palmer House and 300 lines 
shown at the Morrison Hotel. One large 
line will be on display at the Sherman 
Hotel. 

We have received a communication from 
Harry A. Diemer, vice-president of the 
American National Co., Toledo, Ohio, and 
president of the Chicago Toy Fair Asso- 
ciation, who writes as follows: 

“Several times since the 1928 Chicago 
Toy Fair, I have tried to put on paper 
something about it, and particularly about 
the banquet held at the Palmer House on 
April 19, but each time have given it up 
as a bad job. If you were there, you know 
what a wonderful success it was; if not, 
my pen can’t do it justice, so what’s the 
use? 

“But I feel it incumbent upon me to 
say a few words about the 1929 Fair, 
which will be held from April 15 to 27, 
and which will surpass all previous fairs 
in size, color and attractiveness. All rooms 
will be open and all lines on display at 
9 a. m. Monday, April 15, and, as a natu- 
ral result of the splendid success of the 
1928 Fair, the number of these lines will 
be greater than ever before. Reservations 
should be made at once at the Morrison, 
the Palmer, or the Sherman, as rooms will 





grow more and more scarce as the open- 
ing date approaches. 

“Everything is in our favor this year. 
The success of last year’s Fair has shown 
manufacturers the many advantages of 
transacting business in this collective, co- 
operative manner; buyers and dealers are 
exhibiting a marked tendency to purchase 
stocks early, and manufacturers, thus be- 
ing partially relieved of the eleventh-hour 
rush are able to give even better service 
and to operate on a more efficient, eco- 
nomical basis. The uncertainty of the 
presidential and other political campaigns 
is in the past, and a President has been 
inaugurated in whom the people as a whole 
have expressed an absolutely unprece- 
dented and overwhelming vote of confi- 
dence. The difference between boom times 
and slack times is largely a matter of 
national psychology, and this tremendous 
expression of confidence—soundly based as 
it is upon the well-known business and 
administrative ability of President Hoover 
—clearly indicates to me a marked increase 
in our already eminently satisfactory na- 
tional prosperity. 

“In appointing the 1929 Banquet Com- 
mittee, I emphasized the fact that it would 
be no easy task to surpass last year’s tre- 
mendous success. Recently, however, the 
chairman told me he was all set to accom- 
plish this seemingly impossible task, and 
proved it to my complete satisfaction by 
divulging, in the strictest confidence, plans 
and facts which made my eyes stick out. 
I wish I could pass just a little of it along, 
but the whole thing is a deep, dark secret 
—just how dark you'll never know until 
that committee starts springing things at 
this year’s banquet at the Morrison Hotel, 
Wednesday evening, April 17. It goes 
without saying, of course, that I want you 
to be there and bring your friends, but 
I’m going to slip you a real tip: Look up 
your worst enemies and see that they get 
there, too. After the banguet you'll find 
them numbered among your best friends!” 

Four weeks after the close of the Chi- 
cago fair, the Pacific Coast Toy Fair will 
be held in San Francisco, Cal., from May 
27 to June 1 at the Palace Hotel. Manu- 
facturers will be able to cover the inter- 
vening territory during the weeks follow- 
ing the close of the Chicago fair and the 
opening of the Pacific fair. 


Window Displays Emphasized at Chicago Dealers Meeting 


Members of The Chicago Retail Hard- 
ware Association met in regular session at 
the Sherman Hotel on March 8. 

The association received the benefit of 
expert advice on the use of crepe paper as 
a window trimming material from Win- 
dow Decorator Russell of the Dennison 
Mfg. Co. Mr. Russell explained the vari- 
ous use of decorative crepe paper and gave 
an interesting demonstration of the most 
effective means of using it. 





Vaudeville entertainment was provided 
for the 85 dealers present, making it a 
profitable and enjoyable evening for the 
members. J. C. Amis, secretary of the 
Chicago Association, announced that 
seventy-five new members were added to 
the association roster since Jan. 1. The 
next regular meeting will be held at 
the Sherman Hotel on Friday, April 12, 
at 8 p. m. 





| Henry W. Armstrong, Treasurer 


Joseph Dixon Crucible Co. 


The board of directors of the Joseph 
Dixon Crucible Co., Jersey City, N. J., 
at their regular meeting on March 18, 
elected Henry W. Armstrong treasurer of 
the company to succeed the late William 
Koester. 

Mr. Armstrong, a native of Jersey City, 
entered the employ of the Dixon company 


HENRY W. ARMSTRONG 


in 1903 as office boy and later ‘became 
a stenographer in the export department, 
finally being transferred to the crucible 
sales department. 

In 1917 he was practically the first man 
drafted in the State of New Jersey, his 
draft number being the second drawn. He 
was assigned to the 312th Infantry of the 
78th Division, and served with this organ- 
ization through its entire activity. 

Upon being mustered out of service, he 
resumed his old position with the Dixon 
company, which he held until July, 1920, 
when he was appointed to the position of 
credit manager. In 1926 he was elected 
assistant treasurer of the company. 

Mr. Armstrong for many years has been 
a member of the Northern New Jersey 
Credit Men’s Association and has also 
served as their vice-president. He is a 
member of the New York Association of 
Credit Men. 

William Koester, treasurer of the com- 
pany, passed away recently following a 
short illness. He had been in the employ 
of the company for 49 years, entering as 
a young man and working through the 
ranks, becoming treasurer 12 years ago. 


Luttrell Needs Catalogs—Flood 
Destroyed Its File 


The recent flood in Alabama destroyed 
the catalog file of the Luttrell Hardware 
Co., Brewton, Ala. The company desires 
manufacturers and jobbers to send their 
latest catalogs and price lists so it can 
rebuild its file. 














Waite Hardware Co. Displays 
Worcester Made Products 


The Waite Hardware Co., 189 Front 
Street, Worcester, Mass., recently held its 
third annual exhibit of Worcester made 
products. Products displayed in show win- 
dows and placed on exhibition in the store 
were made by the following Worcester 
concerns: American Steel & Wire Co.; 
Coates Clipper & Mfg. Co.; Hill Clothes 
Dryer Co.; Lowell Wrench Co.; Metal 
Specialties Co.; Norton Co.; Parker Metal 
Goods Co.; Parker Wire Goods Co.; Reed 
& Prince Mfg. Co.; Royal Worcester Pol- 
ish Co.; Stevens-Walden-Worcester, Inc. ; 
St. Pierre Chain Corp.; J. R. Torrey 
Razor Co.; Wakefield All-Steel Wrench 
Co.; Wickwire Spencer Steel Co.; Samuel 
Winslow Skate Mfg. Co.; Worcester 
Brush & Scraper Co.; Worcester Fibre 
Products Co.; Worcester Lawn Mower 
Co.; Worcester Pressed Aluminum Co.; 
Worcester Pressed Steel Co.; G. F. 
Wright Steel & Wire Co., and many other 
local manufacturing concerns. 


George E. Tyson Dies—Was 
Penn Hardware Superintendent 


George E. Tyson, a member of the 
board of directors of the Penn Hardware 
Co., Reading, Pa., and for twenty years 
prior to 1927, superintendent of the Penn 
factories, passed away at his home near 
Reading on March 9. 

Mr. Tyson first became connected with 
the builders’ hardware industry about fifty 
years ago when he served an apprentice- 
ship as a pattern maker with the Penn 
Hardware Co., later becoming, connected 
with the Reading Hardware Co., return- 
ing in 1907 to Penn as superintendent. He 
retired from active service in 1927. 

Mr. Tyson is survived by his widow and 
a daughter. 


Chandler & Barber Co. Retire 
from General Retail Business 


Chandler & Barber Co., distributor of 
hardware at 122 Summer Street, Boston, 
Mass., has sold its stock of general hard- 
ware to the Davis Hardware Stores. The 
company will confine itself to a special- 
ized class of builders’ hardware and sup- 
plies for builders and other users of gen- 
eral hardware. 

Chandler & Barber Co. is now located 
at 113 Huntington Avenue, Boston. D. 
Fletcher Barber, president, is a past presi- 
dent of the N. R. H. A. 


Manhattan and Bronx Dealers 
Hear Cutlery Sales Manager 


Twenty-five hardware men from Man- 
hattan and Bronx Boroughs of New York 
City gathered at the Cecil Restaurant, 2512 
Broadway, on the evening of March 12, 
for the regular monthly meeting of the 
association. Dinner was served at seven 
o'clock and was followed by the business 
of the evening. 

The feature of the evening was an ex- 
hibition and demonstration of cutlery un- 





der the direction of W. G. Shelton, sales 
manager, Cutlery Div., Remington Arms 
Co., New York City. 

He explained the many details of manu- 
facturing, selling and distributing of Rem- 
ington cutlery. The talk was very prac- 
tical and greatly appreciated by the hard- 
ware men. 

Edward Ferguson took charge of the 
question box discussion, which, as usual, 
brought forth many interesting and fruit- 
ful comments. 

A delegation from the association at- 
tended the March meeting of the Hard- 
ware Square Club No. 675, held at the 
Masonic Temple on March 19. 


J. Russell Guildener Leaves 
American Screw Company 


J. Russell Guildener, who for several 
years has been representing the American 


J. RUSSELL GUILDENER 


Screw Co., Providence, R. I., in the South- 
ern States, has severed his connection with 
the organization. 

Mr. Guildener, a son of the late Col. 
Frank Guildener, has not announced his 
plans for the future. His present address 
is 1403 Frederick Road, Catonsville, Md. 


Scott Stores, Inc., Will Open Ten 
New Stores Very Soon 


Carrying out the first part of its 1929 
expansion program by locating stores in 
large and small citites, Scott Stores, Inc., 
Chicago, Ill., is rushing the remodeling 
work on ten new locations in which it will 
retail merchandise priced from five cents to 
$1. Most of these stores will be opened 
within a few days. 

The first Scott store in St. Louis, Mo., 
was opened a few days ago and another 
will be ready for business in about a week. 
Other citites in which formal openings will 
soon be held are: Chicago, Cape Girar- 
deau, Mo.; McAlester, Okla.; Brainerd, 
Minn.; Wallingford, Conn.; Marshall, 
Mo.; Urbana, IIl.; Dixon, IIl., and Rock- 
ville, Conn. 

Scott Stores, Inc., is the new chain re- 
tail variety store subsidiary of Butler 
Brothers, wholesaler of small merchandise. 





Stratton & Terstegge Makes 
Changes in Personnel 


P. W. Moore, general sales manager of 
Stratton & Terstegge Co., Louisville, Ky., 
announces the following personnel changes. 
Ed. Bohmer has been made city sales man- 
ager. J. Francis Dropsey has joined the 
sales force and will travel throughout 
West Virginia, with headquarters in Hunt- 
ington. 

Ira A. Raucher has also joined the com- 
pany’s sales force, covering Arkansas, with 
headquarters in Forrest City. C. W. 
Hardin has been promoted to the position 
of buyer of the automotive department. 


New York Association Moves 
Office to 510 Hills Bldg. 


John B. Foley, secretary, New York 
State Retail Hardware Association, Inc., 
announces the removal of the organiza- 
tion’s office from City Bank Bldg., Syra- 
cuse, N. Y., to No. 510 Hills Bldg., Syra- 
cuse. 

This new 
Montgomery Sts. 


location is at Fayette and 
The telephone is 2-5732. 


King Hardware Co. Announces 
Several Personnel Changes 


Several important changes in the execu- 
tive personnel of the King Hardware Co., 
Atlanta, Ga., have recently been announced. 

William Akers, formerly vice-president 
of this jobbing house, is no longer con- 
nected with the organization. Dean Paden, 
who for several months has been acting 
as sales manager, is now general manager. 
J. T. Braswell is now in charge of the 
buying for the company. 


Townley Buys Elizabeth Store 


H. C. Townley has purchased the EI- 
mora Hardware Co., 547-549 Westfield 
Avenue, Elizabeth, N. J., and will conduct 
the business hereafter as the Townley- 
Elmora Hardware Co. Mr. Townley was 
formerly secretary and general manager of 
the Westfield Hardware Co., Inc., West- 
field, N. J., and has sold his interest in the 
latter concern. 


Oliver Brothers, Inc., Moves 
Pittsburgh Branch Office 


Oliver Brothers, Inc., has sent a notice 
to the trade stating that its Pittsburgh, 
Pa., office has been moved from 605 Peo- 
ples Bldg., to 902 Clark Bldg. The phone 
will be Atlantic 8465. 

The main office of Oliver Brothers, 
Inc., is at 71 Murray St., New York, 
i a 


Herbert J. Perry Dead 


Herbert J. Perry, long in the retail 
hardware business in Melrose, Mass., but 
retired for several years, died on March 11 
at his home in that city. 

He was born in Stoneham, Mass., sixty- 
seven years ago. Mr. Perry was the first 
president of the Melrose Board of Trade. 
He is survived by his wife, a daughter and 
two brothers. 
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WASHINGTON NEWS LETTER 


Trade practice conference of the steel furniture industry to discuss 
price discrimination—Final meeting of the National Wholesale Con- 
ference to be held April 26 and 27—Tariff program expected to be 
one of adjustment rather than revision—Questionnaire on chain 


(Washington Bureau of HARDWARE AGB) 


Price discrimination will be one of 
the chief subjects of discussion at a 
trade practice conference the steel fur- 
niture industry will hold with the Fed- 
eral Trade Commission in Washington 
on April 13 at which Chairman Edgar 
A. McCulloch will preside. According 
to the Commission this practice is said 
to be an outstanding evil in the indus- 
try whose representatives believe that 
it is being carried on in violation of the 
policy, if not the letter, of Sec. 2 of the 
Clayton anti-trust act as interpreted in 
the decision of the United States Su- 
preme Court on Jan. 2 in the case of 
Van Camp & Sons Co. against the 
American Can Co. The decision has 
stimulated interest in the subject. It 
comprehends a wide scope which is of 
concern not only to producers but to 
jobbers, wholesalers and retailers as 
well. In brief, the Court held that a 
manufacturer or distributor may not 
give lower prices to one customer than 
to another, quality, quantity, and ser- 
vice obligations considered. It makes 
clear that a manufacturer may not give 
lower prices to chain store organiza- 
tions than to independent wholesalers 
or to an aggregation of retailers who 
buy in lots of size equal to those pur- 
chased by chain stores. Competitors 
are thus put on a parity in buying 
when the factors are the same. The 
issue is one that has been active for a 
long time in the contest between inde- 
pendents and chains and in many other 
lines. Rules against price discrimina- 
tion have been adopted by the Commis- 
sion and the principle is strengthened 
by the Supreme Court decision. The 
forthcoming conference between the 
steel furniture industry and the Com- 
mission will be the first one in which 
the question has been made the leading 
subject and for that reason it has ex- 
cited unusual interest in all lines of 
trade. The matter is one which is cer- 
tain to rise from time to time. 

Previous to the decision it was widely 
held that the law applied to price cut- 
ting only when it lessened competition 
among sellers, mostly manufacturers, 
but the fact that it has been held to 
apply to lessening of competition among 
buyers as well has given it a much 
broader range than it was generally as- 
sumed existed. It is claimed that the 
new interpretation will place manufac- 
turers in a position to protect them- 
selves against price concessions and 





stores completed 
By L. W. MOFFETT 


against price cutting. Further, it is 
contended that it will aid wholesalers 
and retailers in their distribution meth- 
ods and place them in a stronger com- 
petitive position. The items of quality, 
quantity, transportation and services, 
however, necessarily have to be reck- 
oned with before the law is applicable. 

Other subjects proposed for discus- 
sion at the conference are secret re- 
bates, commercial bribery, interference 
with contracts, enticement of em- 
ployees, misleading statements, guaran- 
tee against decline in price, post-dating 
and pre-dating of contracts and uniform 
contracts. The applicants declared that 
it is their purpose to cure certain un- 
lawful and unfair practices which work 
to the disadvantage of the industry and 
of customers. The application has been 
approved by more than 65 per cent of 
the industry, based on volume. 


Arrangements have been completed 
for a final meeting of the National 
wholesale conference to be held at the 
Chamber of Commerce of the United 
States, April 26 and 27, immediately 
preceding the seventeenth annual meet- 
ing of the Chamber to be held in Wash- 
ington on April 29-May 3. The confer- 
ence, which held its first meeting more 
than a year ago, has during the inter- 
vening time devoted its attention to a 
complete study of wholesaling in the 
changing mechanism of distribution and 
the problems it is encountering. This 
work has been done through four stand- 
ing committees, with a total member- 
ship of 64 business men engaged in 
wholesaling in many lines of trade in 
various parts of the country, which 
will submit their reports at the final 
session. 

The National Retail Credit Survey 
which the Department of Commerce is 
conducting is expected to bring out, 
among other information of value to 
retail merchants, the length of time 
credit accounts are outstanding, accord- 
ing to Domestic Commerce, published 
by the Domestic Commerce Division. 
Questionnaires ask for balances due 
when books are closed for the month 
and collections for each month for both 
open and installment credit accounts. 
By checking the collections of the month 
against the balance outstanding at the 
end of the previous month it is expected 
to secure a collection percentage which 
will indicate the time credit accounts 
are outstanding. This factor is held to 





be important because interest upon cap- 
ital required to finance accounts consti- 
tutes such a large part of the cost of 
credit extension. The lower the collec- 
tion percentage, of course, it was 
pointed out, the more money is required 
to finance the business and the higher 
the costs, all other things being equal, 
the less the profits. 


Subcommittees of the House Commit- 
tee on Ways and Means soon will meet 
and prepare tariff schedules of which 
they have charge and submit them to 
the majority members of the full com- 
mittee preparatory to drafting the tar- 
iff “adjustment” measure for introduc- 
tion at the special session which Presi- 
dent Hoover has called for April 15. 
The bill will be ready when the ses- 
sion convenes, or shortly thereafter, 
according to Chairman Hawley of the 
Ways and Means Committee. The 
committee has officially designated the 
program as one of “adjustment” 
rather than revision, and this “brand- 
ing” is carried on prints of the hear- 
ings held before the committee. The 
use of the milder term is significant 
and apparently is intended to tell 
business interests of the country that 
the Congress proposes to follow the pro- 
nouncement of the President that there 
will be “limited revision” only. More- 
over, it is plainly the intention to con- 
fine tariff legislation to the special ses- 
sion and not to follow it with a general 
revision program at the regular session 
beginning in December as has been in- 
timated in some quarters. 


The Federal Trade Commission has 
just completed preparation of its ques- 
tionnaire to be used in connection with 
the inquiry regarding chain stores. The 
schedule is extremely extensive and 
goes into all phases of the chain store 
situation as required by the Senate res- 
olution ordering the investigation. By 
reason of its broad character it will 
take a long time to complete the in- 
quiry but when it is done it will be by 
far the most extensive study ever made 
of the chain store system and its bear- 
ing on independent competition. All of 
the angles of chain store purchasing 
and distributing systems will be dealt 
with fully. The inquiry is to be sent 
out widely throughout the country and 
coupled with it there will be consider- 
able field work by staff men of the 
Commission. 
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Hardware Market Centers Report 
Good Spring Demand 


NEW YORK, March 27.—The general improvement in weather 
conditions has added materially to the demand for spring hardware 
items according to reports from important market centers. Prepara- 
tions for spring work on the land is causing increasing: briskness 
in business for dealers in rural districts, while housecleaning needs 
are being called for in all sections. 

Building is reported on the increase in all departments and in 
addition to creating a demand for builders’ requirements will add 
considerably to the general buying power. 

The year so far has started well and indications are that the com- 
ing months will be accompanied by normally satisfactory business 


conditions. 


Prices are at the moment very stable. Collections are fair. 


Bank Debits Drop 16.1 Per Cent 
to $18,476,000,000 Total 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended March 13 
aggregated 18,476,000,000, or 16.1 per cent 
below the total reported for the preceding 
week, and 22.6 per cent above the total for 
the corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $17,649,- 
000,000, as compared with $21,080,000,000 
for the preceding week and $14,309,000,000 
for the week ended March 14 of last year. 


Nation’s Employment Increases 
Pay Rolls Rise 6.9 Per Cent 


Employment increased 1.9 per cent in 
February, as compared with January, and 
pay roll totals increased 6.9 per cent., the 
Bureau of Labor Statistics of the Depart- 
ment of Labor announced on March 15. 

The return to normal working condi- 
tions after the January inventory and re- 
pair season in certain industries, the set- 
tling down of trade and mining conditions, 
and a seasonal gain in hotel business, ac- 
count for increases in February, athough 
the increases in 1929 are somewhat greater 
than usual. 

This report is based upon returns from 
25,772 establishments having in February 
4,683,042 employes, whose combined earn- 
ings i ncne week were $130,537,861. The 
classes of employment included were 
manufacturing, mining, public utilities, 
trade and hotels. 





Revenue Freight Loadings Drop 
to 945,770 Cars in Week 


Revenue freight loadings for the week 
ended March 9 totaled 945,770 cars, or a 
decrease of 31,217 cars below the preced- 
ing week, the car service division of the 
American Railway Association announced 
on March 18. 

Reductions were reported in the total 
loading of all commodities except forest 
products, ore and merchandise less than 
carload lot freight. 

The total for the week of March 9 was 
also a decrease of 5,786 cars below the 
corresponding week in 1928 and a decrease 
of 54,984 cars under the corresponding 
week in 1927. 


Business Record Appears Favor- 
able—Production Is Above 
Normal 


While the business record at the mo- 
ment appears to be quite favorable, it is 
well not to be too optimistic of the fu- 
ture. The volume of production has been 
running above normal for a year and is 
now 6% per cent above normal. The 
Standard Statistics Co. points out that 
usually in the past, as the volume of pro- 
duction has approached a level 10 per cent 
above normal, it has been impossible to 
maintain it at that height for more than 
a few months. It suggests the probability 
that the next significant change in trade 
volume will be downward rather than up- 
ward, making the outlook for the latter 
months of the current year highly uncer- 
tain, says the Bache Review. 

Clouds in the credit situation continue 





to gather. The most forcible expression 
on the subject is contained in the state- 
ment of Paul W. Warburg, interna- 
tional banking authority and one of the 
creators of the Federal Reserve Act. He 
declared that the rise in securities repre- 
sents not intrinsic values, but simply ex- 
pansion of credit induced by dangerous in- 
flation. He indicated his belief that the 
Reserve officials should not only have 
acted long ago, but that they should go 
further than they have yet gone to restrain 
the uses of credit. It is folly for specu- 
lators to ignore the warnings of leading 
financiers and economists. 


Week’s Price Average 98.2 Per 

Cent, Says Prof. Irving Fisher 

Prof. Irving Fisher of Yale University 
announced on March 16 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations averaged 98.2 per cent. 
The February average was 97.7 per cent. 
The purchasing power of the dollar was 
101.8c on a 1926 basis of 100c. The Feb- 
ruary average was 102.3c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 94. The 
February average was 93.2. 

The Italian index on the revised 1926 
level for the week ended March 9 was 76.4. 


Commercial Failures in U. S. 
Show Sharp Decline in Week 


The insolvency record for the United 
States, as compiled on March 18 by R. G. 
Dun & Co., shows an improvement. That 
is true both in comparison with the previ- 
ous week’s returns and with those for a 
year ago. The number of defaults in the 
week is 460, which is 30 less than the pre- 
vious week’s total and 16 under the 476 
failures in the week of 1928. The South, 
the West and the Pacific Coast report 
fewer insolvencies, particularly the South, 
and the rise in the East is slight. More- 
over, all sections show betterment over the 
figures for a year ago, although most of 
the decreases are small. 


4 


Chain Store Profits Rise Over 
1928 February Mark 


Chain store profits at the close of Feb- 
ruary continued to be higher than at the 
same time last year. An analysis of the 
sales of 32 chain stores from Jan. 1 to 
Feb. 28, just completed by Ernst & Ernst, 
accountants, shows a 7.73 per cent increase. 
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Chicago Business Feels Invigorating Effect of 
Spring—Prices Are Firm and Little Changed 


(Chicago office of HARDWARE AGE) 


CHICAGO, March 26.—Wholesalers report a considerable improvement 
in the local demand, with spring merchandise moving freely at present. 
As the equinox on March 21 officially ended the winter season, unfavor- 
able weather with low temperatures is improbable from now on, and a 
steadily improving demand is expected. 

In the house furnishing line cleaning needs are especially active. be- 
ing accelerated by the housewives’ annual spring house cleaning pro- 
gram. Painting supplies and lawn and garden goods are also prominent 


in current orders. 


skates, and factories are said to be behind with deliveries. 
coil chain, field fence, bolts, garden 
builders’ hardware, screen wire, poultry netting, 


moving in increased volume are: 
tools, nails, rope, 


A better than usual demand is reported for roller 


Other items 


wheelbarrows and clipping machines. 
The only price change affecting our quotations was a further advance 
of 5 points on copper rivets, making the current discount 30 per cent 


off list. 


Second quarter contracts are being taken from jobbers by bolt manu- 


facturers at established figures. 


Prices are firm and advances are not unlikely on nails, steel sheets 


and solder and babbitt. 
prices by April 1. 
prices on steel sheets. 


Steel operations in the Chicago district continue at a high ratio. 


Manufacturers of coil chain are talking higher 
Eaves trough, etc., is also firm, due to advancing 


Pro- 


duction remains at an average capacity of 95 per cent, with no sign of 


a let-up. 


The credit situation has an unchanged status. 


from fair to normal. 


Prices for steel commodities are firm and well maintained. 


Collections average 





AUTOMOBILE ACCESSORIES. —A 
fair demand prevails for tires and 
tubes. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢c. each; Champion Blue 
Box line, 58c. each; A. C., 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot nema Apatoten, No. 3280, 
$6.50 each 

Chains. —Non- skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11.50; Mansfield double. 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes: 30 x 3%, Mansfeld, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 EAberty, $1.29 each; 32 x 
6.50, $2.70 each 


BICYCLES.—Trade is a little slow in 
starting, but prospects are good. Prices 
remain steady. 

JOBBERS’ QUOTATIONS TO RE- 


TALLERS, F.0.B. CHICAGO: 
Double Bar Motor- Bike Model, 

$26.25; ladies’ model, $25.90; girls’ 

and boys’ juvenile model, $23.60. 
BOLTS AND NUTS.—Some improve- 
ment in demand is noted. Factories 
are taking orders for second quarter 
contracts at current figures. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. 

All discounts are quoted from “full 
case”’ lists. 


BUILDERS’ HARDWARE.—Manufac- 
turers report business ‘rather light. 
Local jobbers are advancing prices on 
butts. It is rumored manufacturers’ 
lock quotations will show an advance 
in the near future. 


JOBSERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel buts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
= cylinder front door sets, $6 per 
set. 


CHAIN.—Demand is good. The larger 
chain manufacturers have announced 
they will advance prices April 1. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt. 
base; trade marked coil chains, 40- 
10 per cent off list. 

COPPER RIVETS AND BURRS.—De- 
mand is good, as local jobbers have 
maintained low prices on old contracts. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Copper rivets and burrs, 30 per cent 
discount. 


EAVES TROUGH, PIPE, ETC. — 
Higher prices on sheet steel keep val- 
ues very firm on these lines. Selling 
activity is improving. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5-in. $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
ft.; plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—De- 
mand is fair. Prices are very strong 
on all products containing copper. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Electrical Merchandise. — No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 
socket, 138c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 7%4c. each; dry cells, 
boxes of 55, 32%c. each; less than 


case lots, 35c. each. 
Appliances.—Irons, Hot 
3.90; Sun- 
4.75; Per- 
65. 


Electrical 
Point, $4.20; in lots of six, 
beam, $5; in lots of six, 
colator, Universal 9169, $16. 

Radio Supplies.—Radio B batteries, 
D779E, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, ; No. 485, Layerbilt 
battery, less than standard packages. 
$2.22 each; in original standard pack- 
ages, $2.06 each. 

Radio Tubes. — UX-201A, 97%4c.; 
UxX-199, $1. ACK; UX-227, $2. 60; UX- 
171A, $1.783%4 


FIELD FENCE.—Prices are steady 
and firm, although there have been no 
changes since last season. Sales since 
March 1 have been quite lively. 
JOBBERS! QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
726-6-12%4, $28.68 per 100 rods; 1948, 


6-14%, $43.62 per 100 rods; 2158-6- 
14%, $48.98 per 100 rods. 


FILES.—Demand is a little better than 
usual. Prices are without recent 
change. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


First grade, 50 i er medium 
grade, 60-10 per cent. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Warmer weather will bring 
an immediate pick-up in this line. Fu- 
ture orders have been shipped. Current 
orders and fill-ins will start in April. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, in., 7c. per ft.; 34 in., 
8c. per ft. “Molded hose, one braid, 
5%-in., 64c. per ft.; 34-in., 7%¥%c. r 
ft. Five ply, wrapped hose, %4 in., 

. Lawn sprinklers, Rain 

$28 doz.; Original, fountain 

sprinklers, $6 doz.; Rainbow, 38 in. 
high, $24 doz. 
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GLASS AND PUTTY.—Demand is nor- 
mal. Tariff relief from the new admin- 
istration is hoped for to combat the 
flood of imported glass. Firm prices 
prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per. cent. discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—It is too early 
for the demand to register in earnest. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Adjustable, galvanized sottom 
catchers for 14 to 16 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable, galvaiuized bottom, catch- 
ers for 18 to 21 in. mowers, $9 per 
dozen in full packages. Adjustable, 
plain canvas bottom, catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable, plain canvas’ bottom 
catchers, for 18 to 21 in. mowers, 
$7.60 per dozen. 


HAMMERS AND HATCHETS.— No 
news as to price changes, but sales are 
showing an improved spring stride. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Hammers. — First quality 10 oz. 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Hatchets. — First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL. — De- 
mand is good on seasonable items. 
Prices have remained unchanged for 
some time. . 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. CHICAGO: 
Handles, Agricuitural.— Hay fork 
ae straight, chucked and bored, 
X 4 $2.40 per doz.; 4% ft., $2.70 
Thy by am 4 Tt, $3. 90 per doz. ; 
4% ft., $4.20 per "doz. Ash fork 
handles, bent, chucked and bored, X 
4 ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; ash hay fork handles, bent, 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.; 
XX 4 ft., $6.15 per doz.; 4% ft., 
$7.10 per doz.; bent manure fork 
handles, plain, X 4 ft., $3.05 per doz.; 
41% ft., $3.40 per doz.; XX 4 ft., $4.65 
per doz.; 4% ft., $5 per doz.; bent 
manure fork handles, with strap, 
ferrule and cap, X 4% ft., $5.25 per 
doz.; XX 4 ft., $6.65 per doz.; 4% 
ft., $7.10 per doz.; garden hoe han- 
dies, X 4% ft., $2.60 per doz.; XX 
ft., $3.70 per doz.; rake han- 
dles, X 5% ft., $3.55 per doz.; XX 
5% ft., $5.65 per doz.; shovel handles, 
regular pattern, X 4% ft., $4.25 per 
doz.; XX 4% ft., $5.95 per doz.; D 
shovel handles X, $5.25 per doz.; 
XXX, $8 per doz.; wood D spade 
handles, X, $4.90 per doz.; D shovel 
xX. L. D. L. top, $4.45 per 

doz.; Sturd-E top, $4.50. 


HANDLES, HICKORY.— Market re- 
mains firm and strong, with the best 
qualities ahead in sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second growth 
white hickory handles, $6.50 doz.; 
special white second growth hickory, 
$5 doz.; No. 1 hatchet and hammer 
handles, 90c. doz.; second growth 
hickory hatchet and hammer han- 
dles, $1.75. 


ICE CREAM FREEZERS. — Dealers 
are waiting for the activity warmer 
weather will bring. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


ea: Peet A $4.85; 2 
, $8.25; 6 qt., 
oe 


at., is 50; q 

921.55; 15 qt., $25.60; 20 

25 qt., $42.60. Each list 
price. aden discount on White 
Mountain Freezers is 50 per cent from 
list. 

Arctic.—1 qt., $4; 2 qt., $4.60; 3 qt., 
$5.55; 4 qt., $6.80; 6 qt., $8.60; 8 qt., 
$11.10. Each list price. Dealers’ dis- 
count on Arctic freezers is 50 per cent 
from list. 

aw — fs qt., $3.60; 2 

$4.20; 3 qt., $5; 4 » $6. 15; 6 qt., 
rt ‘80; 8 at., $10. 10; 10 bs ” $13. 50. Each 
list price. Dealers’ discount on Alaska- 
Grey Goose freezers is 3344 per cent 
from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4; 3 qt., $5; 4 qt., $6. Each list price. 
Dealers discount on Auto Vacuum 
freezers is 334% per cent from list. 

Acme.—2 qt., bright galvanized, 
$8 per doz. net; 2 qt., blue enameled, 
$10 per doz. net; 4 qt., blue enameled, 
$18 per doz. net. 


LAWN MOWERS.—Some orders for 
current shipment are coming in from 
dealers who did not place future orders. 
Prices are lower this season than last. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12 each; 16 in., ballbearing, 
4 knife, 10% in. wheels, 39. 25 each; 16 
in. ball bearing, 4 knife, 10 in. wheels, 
$7 each; 16 in. ball bearing, 4 knife, 
8 in. wheels, $6.75 each; 16 in. plain 
bearing, 3 Knife, 8 in. wheels, $5.25 
each, 


NAILS, WIRE & STAPLES.— Firm 
prices rule in this section. Selling ac- 
tivity is pronounced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 


L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 
Mill shipment price is $3.05 base. 
Carload (36,000 lb.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100 lb.; No. 9 galvanized, plain wire, 
$3.75 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 lb 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Season has opened to a 
good start. Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 burners, $23.25; No. 7 
burners, $29.50; No. 279 oil 
$129; No. 339 oil range, $140. 
ers discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 33% per cent. 
On allt purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, $18; 
No. 438, 3 burners, $23.25; No. 44, 4 
burners, $29.50; No. 249 oil range, 
$122. Discounts same as Perfection 
stoves. 

sco.—No. 450R, $60; No. _400R, 


212- 1102; $23. 

$10. Prices ye Bae are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33% per cent. 

Ovens, Perfection. —No. 211, 1 
burner, plain door, $2.50; No. 211G, 
glass door, $2.70; No. 122G, 2 burn- 
ers, glass swing door, $6.50. 

Puritan.—No. G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
a 

Nesco Ovens.—No. 12, $1.80; No. 05, 
$2.10; No.. 5, $2.25; No. 016, $3.90; 





No. 19, $4; No. 22, $4; No. 020, $4.50; 
No. 20, $4.75; No. 030, $5; No. 30, 
$5.30; No. 0301, $6; No. 301, $6.30. 

Dealers’ discount, 31-5 per cent. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

il Heaters.—Perfection, No. 510, 
$6.25; No. 525, $7.25; No. 1525, $7.75; 
No. 1530, $9.95; No. 1630, $11.00; No. 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50; No. 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75; 
No. 1686, $16.50. Dealers’ ‘discount 
same as Peritection cook stoves. 

Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, $8.25; No. 1600, 
$9.75; No. 0190C, $10.50; No. 1900C, 

No. 0190D, 10.50; No. 1900D, 
No. 0190E, $10.50; No. 1900B, 
No. 505, $11.25; No. 605, $12.75; 
705C, 705D and 705K, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stoves.—$3 per 
doz., same discount as Nesco stoves. 
Nesco oil heater wicks, No. 348, 40c. 
each list; No. 515 Giant, list, 75e. 
each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Spring weather 
is responsible for improved activity. 


White lead prices were recently ad- 


vanced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
pio per gal.; 5 barrel lots, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
68c. per gal.; steel drums, extra, $6, 
returnable. 

Turpentine.—Drum lots, 73s. per 
gal., net. 

White Lead.—100 lb. kegs, ng 
cwt.; 50 lb. kegs, $13.75 cwt.; 25 Ib. 
kegs, $13.75 cwt.; 12% Ib. kegs, $14 


cw 

Shellac (4/2 Ib. cuts).—White, $2.58 
per gal. in barrel lots. orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 
5%4c. per lb.; in 100-lb. lots, 634c. 
per Ib. 

Dd Paste.—Barrel lots, 7%4c. per 


ROLLER SKATES.—Indications point 
to one of the largest skate years in his- 
tory. Factories are behind on account 
of the heavy demand. Prices are 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Union Hardware, boys’, $1.40; 
Union Hardware, girls’, $1.50. 

, 

ROPE.—The recent stiff advance in 
Manila rope has not lessened the de- 
mand. Sisal is firm, but unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best manila,’ standard brands, base 
22c. per Ilb.; No. 2 manila, 20c. per 
lb.; finest sisal, 15c. per Ib.; No. 2 
sisal, 1444c. per Ib. 


SAND PAPER.—Demand has shown 


improvement. Price changes are un- 


likely. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

First quality, Flint sandpaper, 9 x 
11 sheets, $4.05 per ream; 1, $4.85 per 
ream; 2, $6.55 per ream. 


SASH CORD.—Improvement in demand 


is expected. Market is firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICA 


No. 7 standard “seam ri per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 17, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 


SAWS, HAND.—Sales are normal, 
with new types in good demand. Prices 
are unchanged. 
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JOBBERS’ QUOTATIONS To RE- 
TAILERS, F.0O.B. CHICAGO 

26 in., $29.50 doz.; 26 in., $33 doz. ; 
26 in., $49.95 doz.: special, 26 in., 
Competition grade, $6.60 doz. 


SCREEN WIRE AND POULTRY NET- 
TING.—Outgoing shipments of these 
lines are steady and in heavy volume. 
No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

12 mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14 mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SHEARING AND CLIPPING MaA- 
CHINES.—Dealers are preparing for a 
good demand during April and May. 
Unchanged prices prevail. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Stewart, No. 1 clipping machine, 
$14 list: one man power shearing 


machine, $27.50 list: top plates, No. 

90 and 360, $1.50 each; bottom plates, 

No. 99 and 361, $2 each. Dealers’ 

discount, 30 per cent. Stewart elec- 

tric clipping machines, pedestal type, 
$80 list; shearing machines, $95 list. 

Dealers’ discount, 25 per cent. 
SCREWS. — March prices on _ steel 
screws are up 2% points and on brass 
5 points. Sales are large. 
| JOBBERS’ QUOTATIONS TO RE- 

} TAILERS, F.0O.B. CHICAGO: 

Flat bright screws, 45 per cent; 
round head blued, 40 per cent; flat 
head brass, 32% per cent; round 
head brass, 27% per cent. Larger 
orders 10 per cent less. 


SOLDER AND BABBITT.—No consid- 
erable price variation for some time, 
though lead is firmer. Sales about nor- 


mal. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
Ib.; tinners 40-60 solder, $30.50 per 











100 Ib.; high speed babbitt metal, $20 

per 100 1lb.; standard No. 4 babbitt 

metal, $12 per 100 Ib. 
STEEL SHEETS.—Manufacturers are 
holding the recently advanced prices 
10c. per cwt., with % of 1 per cent 
cash discount. Local jobbers have not 
advanced prices and are using the 
standard 2 per cent 10 day discount 
terms. 

JOBBERS’ quotations TO RE- 
TAILERS, F.O.B. CH Go: 

24 gage pole e $4.65 
per 100 Ib.; 24 gage black sheets, 
$3.80 per 100 Ib. 

WHEELBARROWS.—Competitive bar- 
rows are moving freely but better bar- 
rows are a little slow. Prices remain 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 

Light steel leg, steel tray ieeeeeen, 
$3.75 each; Contractors barrows, 4 
cu. ft. capacity, $6 each. 


Clear Skies Bring Improved Trade to 
Atlanta Dealers and Jobbers 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., March 19, 1929.—Recent heavy rains and flood 
conditions made the hardware jobbing business in this section very 


quiet for a while, but there have 


been a few days of clear skies for | 


the last few days and business is now showing rapid improvement. | 


Unfavorable weather conditions have, of course, retarded crop 
preparations and unless fair weather continues to permit farmers 


to catch up with field work, they 


are likely to get off at a very late 


start ; however, jobbers and retailers still appear optimistic and are 


looking forward to a good spring 


business in spite of this condition. 


Farming tools and implements such as handle hoes, plow goods, 
garden tools and lawn goods appear to be the leading lines at pres- 


ent. 
Collections are reported fair. 





ALUMINUM WARE. — Business 
steadily gaining on aluminum ware., 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Qt. Per Doz. 


5—Tea kettles $12.00 
64%4,—Tea kettles 16.00 
4—Convex kettles 8.00 
6—Convex kettles 8.50 
8—Convex kettles 12.00 
2—Percolators 8.00 
3—Percolators..... ie 9.60 
8—Water pails ... ‘6 8.00 
10—Water pails na 
2—Dairy pans .... 

—Dairy pans 

4—Dairy pans 

2%—Pitchers 

4—Pitchers 

10—Dish pans 

14—Dish pans 

17—Dish pans 


BACK BANDS.—Big demand for back 
bands and back band webbing. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
No. 79 hook back bands, 5 in... $3.7 75 
No. 122 hook back bands, 5 in. 3.75 
No. R19 hook back bands...... 5.00 
Humane back bands........... 4.50 
Big Six back bands............ 6.00 
Back Band Webbing 
Pe aoe rt Ft. 


No. 
No. 
No. 
No. 


BATTERIES. — Battery business is 
fairly good. : 


JOBBERS’ QUOTATIONS TO 
TAILERS, F.O.B. ATLANTA, 
vo. 485, $2.06; No. 486, $2.97; 
2, $1.92; No. 770, $2.80; No. 
.14; No. 774, 39 cents; No. 763, 97 
cents; No. 766, $1.30; No. 779, $1.30; 
| No. 767, $1.92; No. 762, $1.79. 
| No. 6 dry cells, ignition type, unit 
| packages, 32% cents each. 
Flashlight, No. 935, 6% cents each; 
No. 50, 6% cents; No. 790, 13 cents; 
| No. 705, 19% cents: eg 750, 13% 
cents; No. 791, 13 cent 
Hot Shot, No. rape $1. 67; No. 1661, 
$2.37. 4 


CLIPPERS.—Business is good on clip- 
pers. 
JOBBERS’ re et TO RE.- 
TAILERS, F.O.B. TLANTA, GA.: 
Brown and Sharpe Weboneat or nar- 
row plate, $4.50 per pair, less 25 and 
10 per cent. 
American Gent, $3 per pair, less 
33% per cent. 
CLOCKS.—Orders are coming in fine 
for clocks. Stocks are in good shape. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


American Alarm 

Big Ben Plain 

Big Ben Luminous 
Baby Ben Plain ; 
Baby Ben Luminous .. 
Ben Hur Plain 














Ben Hur Luminous 
Blue Bird 
Black Bird 
Sleepmeter 
ee 
Pocket Ben Watches 
Glo Ben Watches 


| CORRUGATED ROOFING. — Roofing 


has been moving in big volume lately. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 


COTTON COLLARS—Collars are mov- 
ing fast at present. 


JOBBERS’ QUOTATIONS TO , 
TAILERS, F.O.B. ATLANTA, ° 


Lankford 
Lankford, 
Samson 

Old Beck 


COTTON MOPS.— Spring season has 
increased sales on mops. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Z. P 


FREEZERS.—Business is picking up 
on freezers. Stocks in good shape. 


JOBBERS’ Bote Tiere TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Frost King, Siee! Pramas qt., 
$3.30; 2 qt., $3.85; 3 qt., $4.60; 4 at., 
$5.60: 6 at., $7.10; 8 qt., $9.20; 10 at., 
$12.25; 12 at-, $1 13.7 75; 16 at., $19.20; 
20 qt., $24. 

Snow oan, Steel Frame.—1 
$4.00; 2 qt., $4.65; 3 qt. 
$6.85; 6 qt., $8.60; 8 qt., . 
$14.85; 12 qt., $17.80; 16 qt., $21. 10: 
20 qt., $27.40. 

White Mountain. ry qt., $4.85; 2 qt., 
$5.65; 3 qt., $6.75; 4 qt., 7" 6 qt., 
$10.45; % .50; $18.00; 
12 at., 21.55; 18 = $25.60: 20 qt., 
$33.20; 25 at., 60. 

Arctic Freezers.—1 at., $4. 00; 2 at., 
$4.60; 3 qt., $5.55; me 8 
$8.60: 10 at., $14.80; 12 
15 qt., $23.30; 20 qt., $30.00 

FEATHER DUSTERS.—Business 
fair. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Per Doz. 
12 oz. feather dusters........... _ 50 

oz. feather dusters. .. 4.50 

oz. feather 

$ oz. feather dusters........... 6. 
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Lael ing well. tivators, $5.25; Little Joe harrows, Wicks.—Oil Stove Wicks—Perfec- 
HAMES.—Hames are movi € $4.42; 50-tooth drag harrows, $21.35; tion and Puritan, $3.75 per doz.; $45 
JOBBERS’ QUOTATIONS TO RE- 60-tooth, $24.60; 39-tooth weeders, per gross. 
TAILERS, F.O.B. ATLANTA, GA.: $13.75; 7-knife stalk cutters, $52.40; Dealers’ discounts the same as on 
ae See at _e 9-knife, as wae law cotton Perfection stoves. 
» 61 Lone Star fiames...... : anters, $6.25; chain guano distribu- ; * 
No. 161 Lone Star Hames...... 10.00 tors, $8.00: ‘Knocker guano, $8.00; ome Tee bane Wee ee 
No. 31 Lone Star Hames...... 18.75 Georgia stocks, %4 in. ft., $2.33; 5-16 aay gta occa ie Br o, 
No. 561 Lo: s H 16.25 green porcelain, Pyrex globe, $17; 
sag ne Star Hames...... * in., $2.38; % in., $2.48; Universal No, 1526, black japan, Pyrex globe 
Ho. W Ceonare i. 8. Hames.. 14.00 or bent foot, $2.53; welded foot, $10.25: No. 1530, black drums, nick- 
ALVANIZED HARDWARE CLOTH. 2.68. ‘led trimmings, $9.50; No. 525, black 
G h loth Georgia stock handles, No. 1, $8.00 aroma pre gr hs $7.50 ‘ 
—Good demand for hardware cloth. per dozen; extra long No. 1, $8.75; Sindiiia?  dhien h P 
JOBBERS’ QUOTATIONS TO RE- rough straight plow handles, 4% - rer ee — the same as on 
TAILERS, F.O.B. ATLANTA, GA.: ft. long, $3.62 per single dozen. pvinteigge dt arnahor nie: tative % 
. : vens, Perfection.—No. , 1 burn- 
wa a4 8 Go Pee ae per Ba POST HOLE DIGGERS.—Business is er, plain door, $2.60; No. 21iG, glass 
29 , “? o . . . 9 Qn. 7 99 © 
of 100 lineal -ft.; 2 x 2, 36 in., $12.50 fair on hole diggers. Se glass 
per roll of 100 lineal ft.; 3 x 3, 24 in., . Srap Suvey “tees 
$9.50 per roll of 100 lineal ft.; 3 x 3, Se whe ace” on Puritan.—No. 42G, 2 burner, glass’: 
30 in., $11.50 per roll of 100 lineal ft.: TAILERS, F.0.B. ATLANTA, GA.: drop door, $5.75; No. 42, 2 burner, 
3 x 3, 36 in., $13.50 per roll of 100 Post hole diggers, $16.00 per doz. steel drop door, $5.50. 
lineal ft.; 4 x 4, 24 in., $10.50 per roll and up. Dealers’ discounts on Perfection 
of 100 lineal ft.; 4 x 4, 30 in., $12.50 and Puritan ovens the same as on 
per roll of 100 lineal ft.; 4 x 4, 36 in., ROPE.—Good demand for rope. Perfection stoves. 
$14.50 per roll of 100 lineal ft. JOBBERS’ QUOTATIONS TO RE- 
WOMS.—Business is good on hoes TAILERS, F.0.B. ATLANTA, GA.:: | TRACE CHAINS.—Orders good on 
Riedkes are in fais 668 shane Cotton.—Cotton rope is quoted at trace chains. 
yg pe. 28c. to 36c. per pound. ; JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- Manila.—% and larger, 25c. per Ib.; TAILERS, F.0.B. ATLANTA, GA.: 
TAILERS, F.0.B. ATLANTA, GA.: 5e, 26c. per Ib.; 44, 27c. per Ib.; %, Per 100 Lb 
Light cotton hoes, first quality: 28c, per Ib.; 5-16, 29c. per lb.; %, wees i ac 
taciine Dar Dos 29c. per Ib. (ot et ce og 
6 x 4% j STEP LADDERS (PINE).—Orders are MN Sc icka wend kaaeoneee stig a 
ey i ‘ fair on ladders. ‘1s Uae 
i x 5 Mee . jae ewe aca TO RE. SE i np Craidonuewcea bee ete 148.00 
ee et eee eee eee ee 3.23 TAI . .0.B. ATLANTA, GA.: = 
Regular cotton hoes, firs ality: 4 ft., $1.20 each; 5 ft., $1.50 each; WATER COOLERS.—Orders are good 
6 x 4% '8 6 ft., $1.80 each; 8 ft., $2.40 each; on coolers. 
6% x 4% 122 10 ft., $3.50 each. JOBBERS’ QUOTATIONS TO RE 
7x 6 : - 
eo reer ae 8.22 STOVES—Oil stoves are moving very ba ccs na eng ——— GA.: 
ae: DAE ES Cancer te ee eet ere 8.58 good. Stocks are full. goes galv. : . 
Black land hoes, first quality: Gal. Per Doz. 
ee, TERE Oe eae ae 7.20 JOBBERS’ QUOTATIONS TO RE- Do sce nag Lad'eaaetd ava SeeReaes « $23.70 
on) ee SS eee ee i ee 7.50 TAILERS, F.O.B. ATLANTA, GA.: » ee ee ere een rr 26.00 
Pe ES nih ly Marae oka orice Ss Bee et 7.70 Nesco Oil Ceok Stoves, 2 burner, DD pic akidGennsesinveSatre Pabare er 28.50 
ee Mae aelcs wn baw b 0500's s Sh arene 8.58 $19.25 each list; burner, $25 each ee orcs Su iabs x tatew acide seb a acta ceaaras 36.00 
aE i A RO er ener tae 9.00 list; 4 burner, $32 each list; 5 burner, Pelt tia cha tae ch ealees aes 17.00 
Short shank hoes, first quality: sg <  e-ohoeag ‘i ae PETG kckka ch PME Oba Ae daedaenere 62.50 
y, “4 rd ig. sneives or above, < urner, r + al . * 
he 5 sh OR La tenademeuce 798 $5.90 each list; 3 burner, $7.50 each WIRE PRODUCTS.—Wire is moving 
DRE WREG ARO Ce ko: rary} 8.29 Bit cee — each list; 6 burn- in good volume. 
ES eee 8.58 er, $11.25 each list. ; 
Nesco Rockweave Wicks, $3 per JOBBERS’ QUOTATIONS TO RE- 
HOE HANDLES. —There has been and doz. list; chimneys, Lenn PM $1.50 TAILERS, F.0.B. ATLANTA, GA.: 
still is good business on hoe handles. — list; igiaee tanks with valves, -| Plain Smooth Wire m Black Galvanized 
: eac st. Gage e . Per 
JOBBERS’ QUOTATIONS TO RE- Nesco stoves and repairs take 33% 6 3.5 
Nes s 8 4 airs 30 4 BS Beer reece $3.50 $4.00 
TAILERS, F.O.B. ATLANTA, GA.: per cent discount. , 10 all ee 3 BS 4.05 
32° ew co - geno plain, Perfection.—Oil range, white por- OY ga cre Wek anks3%s nee Oe 1.10 
Bag Roo 4 . N. hoe handles celain with built-in oven, No. 339 12. cates sats Gane 4.15 
be! aaa _ ag in — doz.; 6 ft. with 5 Superfex burners, $143; No. Ye eS ae ea ae: 3.90 4.45 
pine scovil hoe handles, $2 per doz. 279, $1235, No. 169 Range, plack and AOR... Sho Ac tan athinies 1.20 4.85 
_ i gray, $100. Stoves, No. 74, 4 burn- ire.—Per 8 spool, 2- 
LAWN GOODS.—Lawn goods are mov ers $31: No. 73. $24.25: No. 72, $18.50. _ eareee elee—2 er 80- pel light 
ing in good volume. Dealers’ discount on net purchases hog, $3; 4-point heavy cattle, $3. 
JOBBERS’ QUOTATIONS TO RE- ge oe $100, ad cud a all 1-point heavy hog, $3.95.. 
. ne purcnases, including anc ollow- : — 6 
TSO tt. “aun, § oe 2 re ing $100 qualifying order, 33% per Bg Pa On a yh RE ee 
, y garden cent. On all purchases amounting to roll. 726-14, $5.25; 832-12, $6; 939-11, 
hose, 10c. ft.; 5—25 ft. settices, 6 ply SL etd cae aac ggg es 97.85; 1446-1214, $11. 
9 29 
garden hose, 10c. ft.; 5%—50 ft. sec- $250 or more during calendar year. 
Seis, & oy waeten Gone, fc. %; annual bonuses of from 3 per cent ager rou Tossed, $4: 1918-13, 
‘ 7 ; ed to 10 per cent will be paid according per -rod roll, 1635-14, ; 1918-13, 
) ft. sections, 5 ply garden hose, to volume of business. $4.85: 2158, $5.50. 
Rai; ; we Puritan.—Oil range, white porce- Stee! Fence Posts.—‘“‘T”’ galvanized, 
Giant ‘Hath wine Geehitions, feel lain with built-in oven, No. 249, $1.25. 5 ft., 55c, each: formed painted, 35¢ 
each. Lawn mowers from $8.00 up Stoves, No. 44, 4 burners, $31; No. each; “T” galvanized, 6% ft., 65c. 
. : 43, 3 burners, $24.25; No. 42, $18.50. each: formed, painted, 45c. “each: os 
PLOW GOODS.—At present plow Puritan discounts the same as on galvanised, 7% ft. Te. each: formed 
* . . Perfection stoves. painted, 50c. each; ‘‘T’’ galvanized, 
goods are moving in big volume. Puritan Pressure-gas (Gasoline)— & ft., 75e. each; formed painted, $55c. 
JOBBERS’ QUOTATIONS TO RE.- White porcelain range with built-in each. 
TAILERS, F.O.B. ATLANTA, GA.: oven, No. 759, $13 Stoves, No. 714, Screen Wire.—12-mesh, black, $1.85 
W. B. Boy Dixie plows, $3.75 each; 4 burners, $39; - 713, $34; No. 703, per 100 sq. ft.; 14-mesh galvanized, 
B. Farmers Friends, $4.67; W. B. 3 burners, $27. $2.60 per 100 sq. ft.; 16-mesh, gal- 
Little Giant, $4.67; Georgia Cracker Discounts a as on Perfection vanized, $2.90 per 100 sq. ft.; 16- 
garden, $3.33; plain spring tooth cul- stoves. mesh, bronze $6.50 per 100 sq. ft. 












Ingenious inventions are now being commercialized 
by the hundred, and run all the way from flexible phono- 
graph records to automatic, invisible, silent moving 
picture cameras that can be tripped off during a hold-up 
to provide pictures of the criminals and their move- 
ments. Such accomplishments have been chiefly re- 






Safe in Our Partnership with Robots 


sponsible in ridding humanity of uncongenial tasks and 
dreary drudgery. They have been indispensable allies in 
the building and maintenance of America’s unparalleled 
prosperity. We are safe in our partnership with robots 
so long as we continue to regard them as servants whose 
welfare comes second to humankind. 
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Spring Hardware Demand Expands in 
Pittsburgh—Copper Prices Advancing 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, March 26.—It is next to impossible to keep track of 
prices of brass and copper goods in hardware items because of the 


decidedly advancing copper metal market. 
the products of copper becomes settled another one is made. 
one interesting phase of the current hardware market. 


Before one advance in 
This is 
Another is 


that continued mild weather, suggestive of the advent of spring, is 
causing a steady expansion in the demand for strictly spring mer- 


chandise. 


Roller skates are notably active and lately there has been 


a very appreciable gain in the demand for paints and painting sup- 
plies. The call of the outdoors is seen in larger demands for garden 


and lawn supplies. 


Requirements of spring housecleaning activi- 


ties are also moving well, and there is also continued good demand 


for poultry supplies. 


Except for the continued advance in brass 


and copper goods, no important price changes have come to light in 
the past week. Collections still are reported as rather slow. 





AUTOMOBILE TIRES AND TUBES. 
—The movement of tires and tubes 
through the hardware trade has shown 
some improvement in the past week. 
This is a natural outcome of the fact 
that the weather is more favorable for 
motor car operation and the discovery 
by drivers that the old tires are pretty 


well gone. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 
$8.25; tubes, $1.60; 3 75 


.15; 30 x 5.00, $10.20; 
31 x 5.00, $16.65; 
5.00, $11.75: tubes, 
$11.10; tubes, $1.85; 
tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2.05; 29 x 5.50, $12.65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14. 70; tubes, 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.08, $16.15; tubes, $2.25: 31 x 
6.00, $16. 65; $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks $10.00 each. 

Prices in all instances are each. 


30 x 5.25, $11.90: 


BATTERIES.—The demand is pretty $ in. 
constant, but sales individually in the 


aggregate run small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Broken Unit 
Packages 


» Ee 
eee type, unit 


No. 6 dry cells, 
packages, 36c. ea 
Flashlights.—No. ‘935, ame. ae: 
No. 950, 6%c.; No. 790, os a 
19%c.; No. 750, 13%c.: 
sotiet ‘shot.—No. i461; $L67: No. 1681, 


BOLTS, 


for these items. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 
Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 


Packages 


NUTS AND RIVETS.—Job- 
bers still report a good steady demand 


off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list 

Nuts. art styles, 50 per cent off 
list 

Rieti tiniine. $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—There is a 
very fair amount of home construction 
in various parts of the Pittsburgh 
metropolitan district, notably in the 
South Hills section, and this is the prin- 
cipal source of current business be- 
cause there are only a few worthwhile 
commercial projects now in progress in 
this district. Prices are very firm, par- 
ticularly on brass goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots in 3 x 3 in., $18.50 per 100 pairs; 
3% x 3% in. $19; 4 x 4 in., $30. 
i eavy enh 6 ‘eg a 


extra heavy T, ., $2 4 
8 in., $3.40; 10 in., $5.40; light strap, 
= screws, packed one pair in a 
$9.60 per 100 pair; 4 in., 
i 1.60; light, 2, 3 in., $11 per 100 pair; 
pe without screws, 
single dozen lots, 3 in., 65c. per doz.; 
$1.05; safety, 3 in., 


4 in., 79c.; 6 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 

Lock Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 


front door, $1.65. 

FARM, GARDEN AND LAWN.—A 
good deal of activity is still noted in 
lawn rollers, garden hose and spading 
forks, and there is at least some inter- 
est in most of the other items under 
this heading. There is promise of an 
early spring, and if this is realized it 
will be the first time in several years 
that the spring selling season has been 
of normal length. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Lawn Rollers. —No 2, 175 lb. with 
. $8.55 each; No. 
15; No. 5, 265 Ib., -70; 
420 Ib., $14.60; No. 9, 565 Ib., $16.50. 








Garden Hose.—250 to sey ft. a 
in., 74%c. to 9c. per ic. 
to 10%c.; % in., 9c. to ide." jin 50 
ft. lengths coupled 
higher; nozzles, Gem, a Pen: H 
Diamond, $4.25 doz.; ‘reels, Pa to $4 


each, 

“Ferke, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 
41, $15.24; spading forks, No. 84, $10.80 
per doz.; No. 7 Ss gare rakes, 
No. 014, 6 _ ber yo i 512, $8. as: 
No. 514, wn rakes, No. 124K, 
$5. 50 per i a hoes, bad per doz. 


81, $3.6 

; °.. $3, $5; ND 

84, $7.75; “$4, 50; No. 35, $5.75; 
No. 25, $6. 


Trowels.—Garden, No. $1.40 ond 
doz.; No. 803, 90c.; No. 69, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, 75c 

Grass pronto and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; 
German, $3. oso English, on shears. 
No. 360, $3 per doz.; No. $3.6 
No. 520, $5.50; No. 525, 37° ano. 520° 
$5.50; No. 540, $6. 

Shears.—Pruning, No. 25, $2 per 
doz.; No. 0, $4.50; No. 533, $6.50; No. 
46 " $1.25 

$1.40 to $1.90; 


No.’ 45, 
25. 


10-in., $1.60 
Pruners.— Tree, Water, $1.30 to 
$1.60 each; Disston, $2 to $2. 10; Rock- 


fale, bo $1. 35 to $1.65; McKinney, $2.60 


to 

Aan —Ring, 50c. each; Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4-qt., 
$6 per doz.; 6-qt., $6.60; 8-qt., $7.50; 
10-qt., $8.40. 

Lawn Mowers.—12-in., $5 to $8.75 
each; 14-in., $5.25 to $13; 16-in., $5.75 
to $13. 50; 18-in., $8.50 to $14; 20- in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1-lb. 
papers 25c. per Ib.; in 100-lb. drums, 
15c. per Ib.; arsenate of lead, 1-Ib. 
papers, 25c. per lb.; in 100-lb. drums, 
16c. per Ib. 


FERTILIZER.—This line is steadily 


expanding in demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Old Gardner, cases of 24 1-lb. car- 
tons, $2; 48 1-lb. cartons, $3.80; 10 
5-Ib. bags, $3.20; 5 10-lb. bags, $2.75; 
2 25-lb. bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


HOUSECLEANING SUPPLIES.— 
Spring housecleaning is started earlier 
than usual year, as mild weather has 
permitted the letting out of house- 
heating plants, and there is according- 
ly a demand for housecleaning supplies 
that is much better than at this time 


last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Mops.—O-Cedar, 33% per cent off 
list; ethan, best grace. _ 12, $4.20 
per doz.; 0, $6; » $10; No. 
36, $13. 50. detox da pd ig 12, 
$2.75; No. 20, $4.50; No. 30, $6. ve: No. 


36, $8.40 

ae ag ee eg x 14 in., $3.50 
per doz.; a0 ., O63 14 =x 16: in., 
$7.50; 15 ; “Oo in., $9.20. 

Waxes.—Johnson paste wax, 1-Ib. 
cans, 85c.; 2-Ib. $1.70; 4 
cans, $3; §-lb. cans, $6: Old English, 
1-lb. cans, 85c.; 2- Ib. cans, $1.70; 4-lb. 
cans, $3; liquid wax, Johnson, ‘pints, 
75c.; quarts, $1.40; Old English, pints, 
75c.; quarts, $1. 40: Dealer's discount, 
33% per cent. 

Sponges.—According 
quality, $2 to $9 per doz. 
of 22 sponges with wire rack, 
assortment. 


No. 


to size and 
Assortment 
$6 per 
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Wall Cleaners.—Smoky City and POULTRY NETTING. — Seasonably 






Cleveland, 85c. per doz. cans; Climax, : ° * 
$1 per doz. cans; Perfection paint | 00d demand is reported, with jobbers 
cleaner, $3.25 per doz. quoting galvanized netting to retailers 





wee oc ur ee te oe f.o.b. Pittsburgh at 50 and 10 per cent 
off list after weaving. 


4 
Fi Polish .— Joh P lec- 
tric, $42.50 each, subject to discount | POULTRY SUPPLIES.—These goods 

























OO Ete ee oo end, $375 | still are wanted and will be for another 
Carpet Beaters. — Justrite, $1.10 month or so at least. 
dos.; No. 4, $1.20. ; JOBBERS’ QUOTATIONS TO RE- 
MISCELLANEOUS TOOLS.—There is TAILERS, F.O.B. PITTSBURGH: 
i = ees. 1 8 each; No. 
: gerd a demand for items un 2, Soh EOL No, 3, 432,65: Ao Sag BO: 
er this heading. No. isH, $1 5.45; No. 11, $21; ali 
BBE ’ ATION = prices net. 
TAILERS. SOB PITTSBURGH: 118 S12 98 a & iz {$20.05 cach: Be No. 
in shee ge lia in., $2.25 each; 8 $12. 3.38; No. fi. $12.96; No. 101, $18. be 
, ’ prices ne 
Py ie? oe: 141, $24 each;  Pountiinn etc.—Fountains, 25c. se 
$35. 20. hae the Sar oor $48; No. 562, $1 a? —— boheme 20c. to 8 : - 
Files.—Disston, 50 and 10 per cent pee h. — a a wo 
off Btn Nicholson et. Black Dia- Cei-O-Glass.—In 100-ft. rolls, 12c. 
ngage Vises. No. 43, $2 en per ae ft.; in 50-ft. rolls, 12%4c. per 
43%, No. 44, pipe ss 
= ROLLER SKATES.—Jobbers are hav- 





PAINTING SUPPLIES.—The demand/}. capa 
still feels the stimulation of mild “a ‘eben nie tore this line, thanks to 













r’ 
weather and the prospect of an early JOBBERS’ QUOTATIONS TO RE- 
spring. Retail sales have been nota- TAILERS, F.0.B. PITTSBURGH: 
bly better. Prices show no material Roller Skates. — Union Hardware 
change Co. line, No. 2, 70c. per pair; No. 3, 
. 75c.; No. 10, $1.05; No. 6, $1.55; 
JOBBERS’ QUOTATIONS TO RE- Winslow line, No. 3814, $1.50; No. 38, 
TAILERS, F.O.B. PITTSBURGH: $1.60; No. 38, rubber-tire, $2.50 per 
Ready mixed paints, best grades, palr. 
$2.60 i png ls lower grades, $2 me niga se Te Na 185° $275) ect 
" 5 ° ; sNO. . ° > oO. ’ 
(white and dark greens, 15c. per gal. $1.32; Nos. 103 and 105, $1.37. 





higher); white lead, 13%c. per Ib. 


in 100-lb. lots; 10 per cent less in lots * . 
of 500 Ib. or more, and extra 4 per SASH WEIGHTS.—Business is good, 














cent leas in lots of a ton or more: but hardly active. Demands will prob- 
urpentine, 73c. per gal. in barre +1 38 

lots; raw linseed oil, 12c. per Ib. ably be larger as house building gets 
in barrel lots. to the finishing stages. Jobbers quote 






retailers $42 per net ton f.o.b. Pitts- 
burgh. 
WIRE PRODUCTS.—Jobbers are find- 
ing the demand very good for fence, 
but the call for nails still is a little 
slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 





per 100 lb. Annealed Galvanized 
No. : ae | eee $3.00 $3.45 
DEM Gercca bie ccntes 3.0 3.50 
No ii os tcl Ak arc ac 3.10 3.55 
| SES 3.15 3.65 
DC cacdetenadaenae 3.25 3.80 
1 SS en eee eee 3.35 4.00 
ee 3.55 4.30 
te eer rer re 3.75 4.55 
Barbed wire (per 80- rod spool): 
BRE MOE ns ong con ca ueneas $2.97 
2-point lo 
4-point 
4-point . 
2-point cattle (special) RP Pe 2.25 
Field Woven Wire Fence (per 100 
rods: 
RE ei cies head babaweseedee goed $39.80 
sla Paki Uh ant mma o weed 55.80 
BEE, Si Sioe bo we svat aaee Ras 27.70 
Io. oc. aracao: ecuveds atelbiccwie AOS Wines 37.00 
MONSERS pis caches bh000e.0counenen 35.80 
Pde isckaenaseinewadmeneecd 49.20 
Poultry and rabbit (No. 14% gage): 
BU SRM Sane sve dlacck hii ak ee Rew OSS $36.50 
EE SE atin ahnx CasenexGes 44.00 
SN 8S care So aig wan a eel 49.50 
Smaller mesh: 
Pe ie $37.00 
i eR eee re 44.50 
DE MEE Vavicies wacaie cease sedacein 52.00 
Pe AE Tk hile gsinsn Cdnied owas we ... 60.00 


Steel Fence Posts: 
Galvanized Painted 
FA penas ar Angle Steel 





Me f . 45c. each 
Bright nails, base, per keg, $3. 











(Boston office of HARDWARE AGE) 

Boston, March 26.—New England shelf hardware jobbers’ sales are 
increasing. The improvement is rather slow to be sure, but during the 
past week, thanks to more warm weather, it quickened somewhat. The 
movement of goods out of stock embraces a wide variety of stuff, most 
of it for immediate retail use, and some for future requirements. The 
impression among retailers seems to be that hardware values are more 
likely to be higher than lower, consequently there is a tendency to cover 
requirements with a little more elasticity. Yet in spite of the belief 
that prices are likely to be higher, and the more free buying, the gen- 
eral run of retail dealers is still conservative in ordering. The effort 
seems to be to keep stocks well balanced, but not excessive. The re- 
tailer feels the jobber is in a position to make prompt deliveries. Job- 
bers say collections are slow. 

It is a practice among local jobbers to have officials of the house make 
the rounds with this or that salesman. It gives the official a closer 
contact with the customer, and a better slant on what the customer 
needs now and most likely will need later on. Reports from these 
officials are interesting. It is said the average New England retailer 
is optimistic notwithstanding that current over-the-counter sales appear 
somewhat slow. Instances are cited where retailers increased their 
January and February sales by as much as $1,000, as compared with 
those months last year, and March gives evidence of making a creditable 
showing with March, 1928. Further, a great many retailers are re- 
vamping the general layout of stores, or making other improvements for 
the purpose of increasing sales. And again, most retailers are giving 
more time and thought to charge customer accounts. It would seem, 
therefore, that the retailer in general has just cause to be optimistic. 



























New England Jobbers’ Sales Are Increasing 
—Retail Dealers in General Are Optimistic 


AUTOMOBILE ACCES SORIES.— 
More activity is noted in all lines of 
automobile accessories. A great many 
pedple who put their cars up for the 
winter take them out of storage on or 
after April 1, and judging from over- 
the-counter accessory sales many new 
things are being added to the equip- 
ment and for the better appearance of 
such automobiles. Tires and tubes are 
selling fairly well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


Tires.—Mansfield line, heavy duty, 
straight side, 30 x 3% in., $8.85 each 
list; 31 x 4 in., $10.80; 32 x 4 in., 
$11.50; 33 x 4 in., $12.10; 32 x 4% in., 
$15.55; 33 x 5 in., $21.15; 35 x 5 in., 
$22.70. Discount, 7% per cent. 

Tires.—Mansfield line, balloon, 27 x 
4.40-19, $7 each list; 29 x 4.40-21, 
$7.40; 30 x 4.50-21, $8.25; 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 
7% per cent. 

Tires.—Mansfield line, balloon, six- 
ply, 30 x 4.50-21, $11.05 each list; 30 x 
5.25-20, $14.30; 30 x 5.50-20, $16.05; 35 
x 6.00-23, $19. Discount, 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 


ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, Pa per carton 
list; 31 x 5.00-21, $10.5 30 x 5. 
Hy" $11.40; 29 x 650-19. ‘$12. 90; 30 

.50-20, $13.50; 30 x 6.00-18, '512.90: 
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6.00-19, $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
ee, per tube should be added to the 
ist. 


31 x 


AUGER BITS.—Slightly lower prices 
on certain makes of auger bits are re- 


ported by jobbers. 
JOBBERS’ ot pl Li TO RE- 
TAILERS, F.0.B. BOSTON 
Auger Bits.—Wrights ‘Jennings, 
3344 per cent discount; Clark expan- 
sion, 40 per cent discount. 


BASEBALL GOODS.—The movement 
of baseball goods out of jobbers’ stocks 
A 


anticipated 
Retail- 
ers are buying a little earlier than they 


is assuming sizable proportions. 
further improvement is 
within the immediate future. 


did last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTO 

Balls. — Harwood nee National 
League, $14.50 per doz. net; Profes- 
sional League, $8; Dollar Lively, $6: 
Boy's League, $3.50; Junior League, 
$2.75; Junior League special, $2; 
Young America, $2; Boy's Favorite, 
$1.50; Dandy, 84c.; Reach line, Official 
League, $16.50. 

Mitts.—Catchers’, Reach line, 7 
65X, Tic. each, net; No. 75, $1; No. 
100, $1.40; No. 150, horsehide, $2; 
No. 200, horsehide, $2.75; Stahl & 
Dean line, horsehide, No. 7509, $2.38; 
No. 7533, $3.35; No. 7534, $5.35. First 
baseman’s, Stahl & Dean line, No. 
7621, 67c. each net; No. 

7619, $1.33; horsehide, No. 

No. 7612, $3.67; No. 0963, $4.17; 
7622, $5.08. 

Gloves.—Fielders'’, 
24, 50c. each, net; 
a $1; No. 10W, $1.40; 

59, $2; No. 3L, 
32.65: No. 00W, $3.35; 
~ sa No. 8043, $3.35; 

o 


ECA, 
BICYCLES. — Recent 


Reach line, No. 
No. 4G, 70c.; No. 
No. 10G, $1.75; 
$2.35; No. 3G, 
Stahl & Dean 
No. EX, $4.35; 
8055, $4.85; No. 


8049, $4.50; No. 
$5.70. 


sonable. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. BOSTO 


Boycycles.—Superb, No. a $9 
each, net; No. 252BT, $19; No. 253BT, 


COCOA MATS.— With the warmer 
weather has come the usual mud, neces- 
Ship- 
ments by jobbers during the past week 
were larger than for any similar period 


sitating cocoa and rubber mats. 


in months. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. BOSTON 
Mats.—Cocoa door, No. 1, 14 x 25 
in., 70c. each, net; No. 2, 16 x 27 in., 
90c.; No. 3, 18 x 30 in., "$1. 12. Steel 
wire mats, $1.47. 


CONDUCTOR PIPE. — A somewhat 


broader market for conductor pipe 


noted. In both retail and jobbing hard- 
ware circles it is felt 1929 sales will 
run somewhat ahead of those for 1928. 


JOBBERS’ eee TO RE- 
TAILERS, F.O.B. BOST 

Conductor Pipe. ek? pe gage, 2 
in., in lots of 250 ft., 18c. per ft. list; 
3 in., 20c. Discount, 60 and 15 per 
cent. Toncan, 28 gage, 2 in., 18c.; 3 
in., 20c. Discount, 45 and 10 per cent. 
Sheet steel, 28 gage, 2 in., 18c.; 3 in., 
20c. Discount 75 per cent. Higher 
prices are asked for smaller lots. 

Elbows. — Round, corrugated steel 
2, 2 in., 30c. each list in 
3 in., 36c. No. 3, 2 in., 
30c.; 3 in., 36c. Discount, 60 “— 10 
per cent. Toncan iron, No. 2, 2 in., 
40c. each list in lots of 300; 3 in., 
48c.; No. 3, 2 in., 40c.; 3 in., 38c. 
Discount, 55 per cent. Higher prices 
are asked for smaller lots. 


28 gage, No. 
lots of 300; 


springlike 
weather brought about a public demand 
for bicycles, and quite a number of 
retailers were caught without goods. 
There has been an urgent demand for 
stock from jobbers as a result. Prices 
as compared with a year ago are rea- 


DOLL CARRIAGES. — Now that 
warmer days are ahead of us, Miss 
America will want to take her doll out 
for an airing and she will need a doll 
carriage. Numerous hardware dealers 
are stocking up with carriages in an- 
ticipation of a demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Doll Carriages.—Siebert Hine, No. 7, 
$1.75 each, net; No. 10, $3; No. 11, 
$3.35; No. 18, $4; No. 102, $1.85; No. 
108, $3; No. 110, $3.40; No. 118, $4. 


GARDEN TOOLS.—There has devel- 
oped a real urgent call for all kinds of 
garden tools from those retail dealers 
who neglected to cover their require- 
ments some time ago when urged to do 
so. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Garden Sets. — No. 3FSX, steel 
shovel, hoe and rake, $15.40 per doz. 
sets, net; No. HF, steel hoe, spade, 
rake and fork, $9; other sets range 
in price from 10c. per set to 50c. 
GUNS AND AMMUNITION.—For the 
second time within a month air rifle 
shot has been advanced 10c. a package. 
New prices follow: 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. BOSTON 
Shot.—Air rifle, 5c. size, $3.95 per 
case, net; Boy Scout, 10c. size, $4.35 
per case; B shot and larger, $2.75 per 
bag (25 Ib.). 
KIDDIE KARS.—The movement of 
Kiddie Kars, strollers, etc., out of job- 
bers’ stocks is gathering momentum, 
thanks to weather conditions. Prices 
are practically the same as a year ago. 
JOBBERS’ eon, TO RE. 
TAILERS, F.O.B. BO 
Kars.—Special, No. 
net; No. 102, $2; No. 
104, $3; No. 105, $3.33. 
$1.17; No. 13, $1.50. 
Kars.—Pedal type, regular, No. 124, 
2.67 each net; No. 125, $3.33; No. 154, 
$3.17; No. 155, $3 Jo. 156, $3.67, 
No. 157, $4.33. 112, $1.67; 
No. 114, $2.17. 
Karts.—No. 201, $2 each net; No. 
202, $2.67; No. 203, $3.33; No. 204, $4; 
No. 205, $4.67. Zip, No. 250, 84c.; No. 


251, $1.17 
seen gan 605, $5.67 each net; 
3 
$2.33 each, 


No. 606. 
Scooters. —Zip, No. 801, 
3.33 


net; No. 803, . 
1605, 


Tenders.—No. 
No. 1606, $3.67. 
Strollers.—No. 1649, $2.67 each net; 
No. 1651, $3.33; No. 1655, spring cush- 
ion, $4.33. 
Planes.—No. 712, $3.33 each_ net; 
White Ace, No. 722, $5; White Eagle, 
No. 725, $6.67. 
PAILS.—As is usual at this time of 
the year, the call for wood and gal- 
vanized pails increases. Retail buying 
is just about on a par with a year ago, 
with wood pails leading in activity. 
JOBBERS’ an, TO RE- 
TAILERS, F.O0.B. BOST 


Wood Pails.—Two nih “ae $4.12 
per doz. net; 3-hoop, clear, $4.50; 
stable, iron hoop, $7; white cedar, 
galvanized hoops, $17; Star, $6.75. 


POULTRY SUPPLIES.—Reports from 
jobbers regarding sales of poultry sup- 
plies continue encouraging. The de- 
mand for chickenware is _ especially 
good at the moment, with fountains per- 
haps the most active item. Indications 
are that more incubators and brooders 
will be sold this season than was the 
case a year ago. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Incubators.—No. 40, $1.75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.78; No. 1, $16.25; No. 2, 


ving 
103, 
Zip, 


aaa each 
$2.50; No. 
No. 12, 


Zip, No. 


$3 each net; 
‘ 


is 








STEPLADDERS.—Sales 
ders so far this year run slightly in ex- 
cess of those for the first three months 
of 1928, according to jobbers. 
a fairly good demand at the moment, it 
is added. 


$31.15; No. 3, $40.43; No. 4, $47; No. 
$74.90. 


5, 

Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 1 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $1505; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
90, 50 chicken capacity, $10.15; No. 
91, 100 chicken capacity $13.83; No. 
92, 200 chicken capacity, $17.33; No. 
93, 300 chicken capacity, $20.65. 

Poultry Netting.—From stock, hex- 
agon, galvanized after weaving, 50 
per cent discount; galvanized before 
weaving, 50 and 10 per cent discount. 
Direct mill shipments, galvanized af- 
ter weaving, 50 and 10 per cent dis- 
count; galvanized before weaving, 50, 
10 and 10 per cent discount. 


SHEARS.—Pruning, hedge and grass 
shears are enjoying a broad demand. 
Retailers who bought shears some time 
ago already have found it necessary to 
replenish stocks. 
demand, however, comes from the trade 
that did not cover their requirements 
earlier in the year. 


The bulk of current 


JOBBERS’ ee ton. TO RE.- 


TAILERS, F.O.B. BO 

Pruning Shears.—No. 300, $4 per 

doz. net; No. 0, $4. os No. 10, $5; No. 
23, $6; No. 65, $7.50; No. 30, No. 
40, $15; No. 290, $22" 50; No. 240, $18. 
French wheel, No. 8, per doz. 
net; No. 9, $23; No. 39, $9. 
Grass Shears.—Special, $2.50 per 
doz. net; No. 1, 5% in. blade, $2.75; 
No. 1360, 5% in. blade, $4; No. 1267E, 
5 in., $6. Disston, No. 1105, 7 in. 
blade. $11.75; Graham, shear pattern, 
No. 017, $6: No. 117, $7.50; Hy-Lo, 
30 in. handles, $14. 

Shears.—Lawn, No. 106, $2.50 each 
net; hedge, Pag 100L, $1; No. 100, 
7 in., $1.30; 9 in,, $1.65; No. 101, 9 in., 
$1.75; border, No. 104, 9 in., $2. 50; No. 
105, 9 in., $2. 90; No. 2, 90c. Ladies’ 
or rose, $6 per doz. net. No. 117, $8. 


SKATES.—Jobbers say that manufac- 
turers of ice skates have issued new 
lists, but that details have not been 
worked out as yet. 
selling moderately well, but the average 
retailer is cautious regarding the size 
of his order. 


Roller skates are 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Skates. — Roller, interchangeable, 
No. 2, 70c. per pair, net; No. 75c.: 
No. 10, $1.10; No. 5, $1.40; No. 6. 
$1.45; No. 105, $1. Boys’, No. 181, 
$2.65 per pair net. Girls’, No. 183; 
$2.75 per pair net. 


of steplad- 


There is 


JOBBERS’ Sera. TO RE- 
TAILERS, F.O.B. BO 

Stepladders.—3 ft., sg pct net; 
4 £., Bp.20; 5 it.. $2.67; $ ft., $3.20: 
7 ft., $3.73; 8 ft., $4.27; 10 a 

Nappannee. pa 211, 4 30c. 
each net; $1. 20; oh sets 6 
ft., $1.80; 7 tt. "$2.10; 8 tte te 40 


VELOCIPEDES.—In common with boy- 
cycles, kiddie kars, etc., retailers are 
evincing more interest in velocipedes. 
Prices are on an attractive basis and 
the feeling in jobbing circles is pretty 
well established that 1929 sales will be 
representative. 


JOBBERS’ een. TO RE- 
TAILERS, F.O.B. BO 

Velocipedes.—No. oon. inen each 
net; No. D0, $4.50; No, $5; No 
D2, $5.25; No. El, 5. 
Rambler blue, No. 160, - 
$7.50;No. 162, $9; No. 163, $10.5 
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Increasing Demand for Spring Merchandise 


Reported by New York Hardware Jobbers 


NEW YORK, March 26.—Although the first quarter will probably 
close with sales volume slightly behind the same period of last 
year, for the majority of local jobbers—the present situation is 
much improved. A most significant feature is the report that 
spring merchandise ordered for April delivery is being requested 
immediately by a large proportion of retailers in this territory. 
This certainly suggests that some consumer interest has started. 
Trade interest has been showing steady improvement the past two 
weeks. Jobbers find that business to date on garden tools and 
other strictly spring merchandise compares favorably with the 
volume on these items in the same time of 1928. 

Lock sets and many other builders’ hardware items and steel 
squares have been advanced approximately ten per cent according 
to reports from local distributors, otherwise all prices may be con- 
sidered very steady. Items made largely from copper are being 
subjected to frequent small advances as the copper market con- 
tinues strong. 

Collections average a little better. 





BATTERIES.—Ignition types becoming 
more popular as the season for motor 
boating nears. Prices continue very 
firm. Demand for radio types is fair. 


JOBBERS’ QUOTATIONS Ad RE- 
TAILERS, F.O.B. NEW YOR 

Dry cells, No. 6, cs “type, 
324%4c.; No. 7111, same type, 3514c. 
each. 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1. 14 each; 
No. 763, $1. 05; in units of 5, $0.97 
each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each; heavy 
duty, es type, No. 770, $3 each; 
in units of 5, $2.80 each. ‘Layerbilt, 
No. 486, $3. 20 each; units of 5, $2.97; 


Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 


COPPER GOODS.—Due to the steady 
rise of the copper market, many hard- 
ware items made in part or wholly in 
copper have been advanced in recent 
weeks. Various plumbing supplies such 
as valves, bibbs, cocks, etc., made from 
copper have been advanced and are be- 
ing advanced consistent with the trend 
of the copper market. 


FLASHLIGHTS. — The spring trade 
among motorists, campers and fisher- 
men is usually very active. It has not 
started in this territory but will likely 
New Layerbilt, No.’ 485, $3.22 each; in show greater activity in a few weeks. 
units of 5, $2.97 each. Prices have been steady and are not 
BOLTS AND NUTS.—Demand is mod- expected to change. 
erate, with prices unchanged. Stocks JOBBERS’ QUOTATIONS aro RE- 
are in good condition. TAILERS, F.0.B. NE 


ee ae ee Cees No.’ 2672, $2.08; 4+ 2674, ate No. 
Carriage bolts, 55 off list. Case 697, $1.49; No. 2642, $2.73; No. 2644. 


lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list: larger to 1 by 30, 


$2.73; No. 2660, 84c. No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2. 63: No. 
2645, $3.57. Prices are each and net. 


— cent off list; 1% to 1%, 30 oft 
s 

Coach screws, 55 off list. Case 
lots, 60 per cent off list. Step bolts, 
50 per cent off list. 


CLOCKS.—Small boudoir clocks in color 
have been quite popular. Summer home 
demand on general line should begin 
shortly, and sportsmen will soon be 
buying inexpensive wrist watches. 
Prices are not expected to change, and 
stocks are in good condition. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 

n luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, 5. 


tion. 





Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNIT CELLS. — Very 
firm prices, with stocks in good condi- 
Demand for replacements has 
been very good and is expected to in- 
crease. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. NEW YORK: 

Eveready Flashlight unit cells, No. 
703, _19%e.; No. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13c.; No 
761," 19%)c.; No. 950, 614c.; No. 935, 
64%4c.; No. 409, 321%4c.; No. 705, 1914c.; 
No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


NAILS.—Normal volume with recently 
raised prices being well maintained. 
Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. NEW YORK: 
Common _ wire nails, bright, 44d, 

$1.35 per keg; 6d, $4 per keg; 8d, 





$3.95 per keg; 16d, $3.85 per keg; 
20d, $3.75 per keg; common _ wire 
nails, galvanized, 4d, $6.85 per keg; 
6d, $6.60 per keg; Sd, $6.45 per keg, 
and 10d, $6.35 per keg. 


Wire box nails, smooth, 4d, $4.55 
per keg; 6d, $4.20 per keg, and 8d, 
$4.05 per keg. Wire finishing nails, 
bright, 4d, $5.05 per keg; 6d, $4.45 
per keg; 8d, $4.20 per keg, and 10d, 
$4.10 per keg. Wire finishing nails, 


galvanized, ¢d, $7.55 per keg; 6d, $6.95 
per keg; = $6.70 per keg, and 10d, 
$6.60 per keg. 


ROLLER SKATES.—The springlike 
weather, which came practically on 
schedule, should help the sale of roller 
skates and kindred lines. The sale to 
date has been only fair but has been 
expected to show greater activity soon. 
Prices are being maintained. Stocks 
are in good condition. 


JOBBERS’ QUOTATIONS Mh RE- 
TAILERS, F.O.B. NEW YORK 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys, with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
214c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100, and toe clamps, 12c. 
per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2 15; No. 101, 
$1. 33: and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD.—Moderate sale reported, 
with prices about as shown. Stocks are 
ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK 


Sash cord, Sampson Spot, No. 3. 
H5c. to 67%c.; Aetna No. 8, 29'%4c. to 
33%c.; Phoenix, No. 8, 40c. to 41c.; 
Sachem, No. 8, 38c. 

No. 7 is le. higher, and No. 6 is 
3c. higher on all brands. 


SCREWS.—The new prices of two 
weeks ago showing advances have been 
effective in this market since the an- 
nouncement. No .immediate revisions 
are expected. Demand is normal and 
wholesale stocks are considered satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wood screws, flat head, bright iron, 
45-10-10; round head blue, 40-10-10; 
round head, iron, nickel plated, 2744 
10-10; flat head, galvanized, 20-10- 10: 
flat head, brass, 3214-10-10; round 
head, brass, 2714-10-10. These dis- 
counts apply to new standard screw 
lists. 

Machine screws, flat and round 
head, brass, 60 per cent discount. 

Iron, 60-7%4 per cent discount. 


SPRING GOODS.—As we go to press, 
it looks as though the spring demand 
for garden tools has started. It has not 
started with a bang but nevertheless 
the wholesale distributors serving this 
territory find a definite movement in 
progress and believe that the running 
volume will show a steady increase. 
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An active spring goods market is freely 
predicted and the opinion is that most 
items will be sold at steady prices. Of 
course, it is granted that certain items 
highly competitive may be subjected to 
some price selling. Current wholesale 
stocks are in good condition. 


JOBBERS’ gag bees 4 an, RE- 
TAILERS, F.0.B. NEW Y 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
ng enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%4c. each. 

Packed 6 in a bundle. 


Garden Hoes 


Ladies’ garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
81%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 81%c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98'%4c. each. 
Scuffle type hoes, 81c. to 92c. each. 


Garden Hose 


% in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%c. 


Grass Hooks 


No. 22—Tempered__ steel __ blade. 
Bronzed on top side, 18c. each. 

No. 12—English pattern. High 
grade steel lade, natural finish, 
polished 7 and edges, 58c. each. 

No. Tempered steel blade. 
Rubbed cook and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33—Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and polished blade, 
42l4c. 

No. 43—Offset pattern with green 
painted blade, 33%4c. each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 





in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles with 
grips. Termmpered steel blades, 6% 
in., $1.83 each; 3% in., ys 8 in., 


fastened with bolt, 6% in., plain, 90c.; 
7 in., a “wee $1.30; 8 in., notched, 
$1.40; 9 in., notched, $1.50." 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 in. 
tines, bronze finish, $1.71 each. Same, 
5-12% in. tines, $i. 89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash ‘handles, 4-12 in. tines, $1.57% 
each. Same with 5-12% in. tines, 
$1.894%4 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
die, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure forks 
are packed 6 in a bundle. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 


bundle. 
Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 96%c. each. 

These are packed 12 in a bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing roll- 
ers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each; 
24 in. diameter, 32 in. length, $16.50 


each. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 501c. each; with 16 teeth, 
54%4c. each. 

Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth, 





77c. each; 14 teeth, oe ea 83c. 
each; 16 teeth, 87%c. 
Steel bow rakes, oe ‘teeth, pol- 
ished bronze head, 5% ft. ash handle, 
1 on ged > 10 each; with 14 teeth, 
Rates packed 6 in a bundle. 
STEEL SQUARES.—Jobbers announce 
that steel squares have been advanced 


10 per cent, effective at once. 


TIRES AND TUBES.—tThere are no 
further data available on the much ru- 
mored advances to be made on tires and 
tubes, but local distributors agree that 
higher prices are likely to come soon 
and perhaps without much warning. 
The demand has been heavier in the 
past ten days and will probably con- 
tinue to show increases as the warmer 
weather approaches. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Mansfield Ss 4 ply balloon type, 
29 x 4.40, $7.40 be E x 4.50, 
$8.25; tubes, 1.60; 29 x 4.75, *39.55: 
tubes, $1.70; 29 x 5. $9.90; tubes, 
= 75; 30 x 6.00, $10. 20: tubes, $1. me 

x 5.00, $10. 65; tubes, $1.85; 32 


» $2.30; 32 
$16.95; tubes, $2.40; 33 x 6.00, $17. 55: 
tubes, $2.5 
Tire aiew a $10.00 ea 
PRICES N ALL INSTANCES 
ARE EACH. 


WHITE LEAD, ETC.—Leading makers 
of white lead, oxides, lead oxides, etc., 
announced higher prices’ effective 
March 19. The white lead prices aver- 
age %c. higher per lb. over prices issued 
Feb. 23. The demand has been show- 
ing a steady improvement. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 
White lead in oil, 100 Ib. kegs, 13% 
cents; in 50 and 25 Ib. kegs, 14 cents; 
in 12% lb. kegs, 14% cents; in 5 Ib. 
cans, 16% cents, and in 1 Ib. cans, 
18% cents. ALL PRICES ARE PER 


[T. 
Red lead in oil, 100 Ib. kegs, 15% 
; in 50 and 25 Ib. kegs, 15 
and in 12 Ib. kegs, 13% 
ae PRICES ARE P 





Trade Increased in All Lines Says Twin Cities 


Report 


(Minneapolis office of HARDWARB AGE) 
MINNEAPOLIS, March 26.—Highway travel is rapidly resuming 
a normal basis, after several weeks of partial or total suspension. 
With the change for the better, trade has begun to increase in all 
lines. Dealers are finding that their customers are supplying their aobinele, bit, base weight, unhandled 
5 ° . . . es 
wants, and in the country, preparing for the seeding time which Sor eh:” ctuais Oot “Genatea” dbs, 
will begin in a short time. In fact, some seeding has been done in double bit, handled, $24.25 doz. net. 
North Dakota. BOLTS.—Sales are showing an increase 
General conditions are good, as many lines of activities are be- | pr eccsngc eee pal 
ing started. Building is getting under way, not only in the larger TAILERS, F.O.B. TWIN CITIES: 
commercial buildings, but in residences. With the actual start of | cent: stove ps gg anf rg Re ood 
spring activities, employment will gain. a ee ee en 
i h d this week, but there will be a : : , 
Prices ha ri not been —— e : . BRADS.—Call is becoming better, and 
general revision of items on the schedule next week, which will | dealers are filling their stocks. Prices 
take into consideration the spring needs. show no changes. 


AXES.—Call for this line is fair, with 
stocks well assorted. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 500 Nesco oil stoves, $72 each; 
No. 213, $23.50 each; No. 213, with No. 
1103 shelf, $30.50 each, less 33% and 5 


dealers filling their stock for the com- 
ing demand. Prices have not changed. 


Wire brads in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER.—Stocks are being 
filled for the demand which is expected 
soon. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 


Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 


CHAIN.—Sales show a fair demand. 
Stocks are in good condition, with prices 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 


Log chains, x 14, $12.05; % x 14, 
$9.15; % x 14, $8.60; proof coil chain, 
¥% in., $10.30; % in., $7.40; % in., 
$6.85; 5% in., $7.78 cwt., net. 

EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand is in- 
creasing with the call for alterations 
and repairs on gutters. Dealers are 
filling their stocks in readiness. Prices 
are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Eaves trough, 5 in., slip joint, sin- 
gle bead, galvanized, in crates, $5.25; 
6 in., $6.40; conductor pipe, 3 in., in 
crates, not nested, $5.10; 4 in., $7.15 
per 100 ft.; conductor elbows, 3 in., 
$1.73, and 4 in., $2.88 per doz., net. 


FIELD FENCE.—Deliveries are start- 
ing, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Field fence, 9 ga., top and bottom 
11 ga. intermediate, 26 in. high, $39. 69 
per 100 rods, net, with other heights 
in proportion. 


FILES.—Sales show slight change for 
the better as yet, but dealers have their 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 


GALVANIZED WARE.—Demand for 
garbage cans and galvanized baskets 
is fair, with other items showing a 
steady call. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No 
$7.90; No. 3, $9. 20; heavy galvan- 
ized tubs, No. 1, $12. 85; No. 2, $14.05; 
No, 3, $15.25 doz., net. 
GLASS AND STEEL.—Sales are be- 
ginning to increase, with stocks being 
filled for the demand. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 
lass, Minnesota prices 83 per cent 
rom lists; stricty pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 


NAILS.—Deliveries are fair, with deal- 
ers filling their stocks for the trade. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 


OIL STOVES AND HEATERS.—In- 
creased interest is being shown in this 
line. Oil heaters are selling better as 
the time for letting down on the fur- 
nace approaches. Stocks are ready for 
the spring call. Prices show no changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 





per cent. Perfection oil ranges, white 
porcelain with built-in ovens. No. 

339, 5 Superfex burners, $140; No. 
279, $120; Stoves, No. 74, 4 burners, 
$29.50; No. 73, $238.25; No. 72, $18. 
Puritan oil ranges, white porcelain, 
with built-in ovens, No. 249, 22; 
stoves, No. 44, 4 burners, $29. 50; No. 
43, 3 burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) ‘white 
porcelain range, with built-in ovens, 
No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211 1G, glass 
door, $2. 70; No. 122G, 2 burners, 
glass swing’ door, $6.20; Puritan, No 

2G, 2 burners, glass drop door, 
$5. 50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green Bg, black Pyrex globe, $16.50; 
$07 15 black japan, Pyrex globe, 

9.75; No. 1530, black japanned, 
pa ai trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25 list, with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent; on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.— Demand is 
fair, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles. 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
24 tea pots, $2; No. 26 tea pots, $2.33; 
No. 953 percolator tops, 7c. each net. 


REGISTERS.—Call for registers is 
steady, though the real building de- 
mand has not begun. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron registers, 20 per cent, 


and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales in this line are 
showing fair demand, with prices un- 
changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Register shields, Gem, No. 1, floor 

; No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are oxi- 
dized copper. No. 10 and No. 20 are 
black enameled. 

Radiator shields, 
No. 1, $4; No. 1-a, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list each and 
subject to dealers’ discount of 30 per 
cent. These models with water hu- 
midifiers are $1 extra each, list. 


ROPE.—Sales are fairly good, with 


stocks well filled. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Gem, pajustable, 


Best grade manila rope, 7-16 in. and 
larger, 24c.; 34 in. and smaller, 25c.; 
best grade sisal, 17%4c. lb., base. 


SANDPAPER.—Demand for abrasives 
is growing with the beginning of deco- 
rating work for spring. Stocks are well 
filled, and prices are firm. 


JOBBERS’ oY een Ot TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net: 


SCREWS.—Deliveries are fair, with 


WIRE. — Deliveries 
stocks well 
changed. 


WRENCHES.—Demand is fair, 
evidences of some better call. 
are well assorted and prices are firm. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Flat head bright wood screws, 50-5 
per cent; flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head, nickel plated, 25 
per cent; flat head, brass, 40 per cent, 
and round head, brass, 35 per cent 
from standard lists. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Roller skates, Union, No. 181, $2.65; 
No. 183, $2.75; No. 185, $2.75; No. 101, 
$1.35; No. 103 and 105, $1.40 pair, net. 


with stocks well 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.); 
Armco galvanized iron (24 ga.), $6.65 
cwt., net. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb. coating, IC, $15.50 box, net. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Continental, metal ame, No. 833, 
No. 845, $5.20; 

$5.5 $6.30; No. 
37, $7. ™ No. "1445, $8. io” Prices are 
per doz., net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V953, 
$6.75; No. V1537, $5.85; No. *549, 
$7.80. Prices Are per doz., net. 

Diamond E, metal frame, No. 01, 
$5.60: No. 

$5. "No. 3, $6.40; 
No. “f. $7.60; No. 5, $8.40. Prices are 
per dozen, net. 

Wurldbest, list prices, No. 2, $2.50 
each; No. 3, $3 each; 
each: No. 5A, $4 each; } 
each; No. 6B, $5 each. 
prices are subject to a dealer's dis- 
count of 33% per cent. 


are good, 


filled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
9 (base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 54 per 
cent, engineers’ wrenches, 506-50 per 


and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nuts, 10 in., $1.70; 12 
$2.60; 15 in., $2.75 each, net. 

Snap - on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101 Master Service Sets, $13.75; 
No. 202, Heavy Duty Set, $3. 80; No. 
404, Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 

Crescent, 6 in., $5.65; 8 In., $6.96; 
and 10 in., $8.64 doz., net. 


cent, 


in., 


SKATES.—Roller skates are very much 
in demand, and stocks are filled ac- 
cordingly. Prices are firm. 


STEEL SHEETS.—Call for sheets is 
increasing, 
Prices have not changed. 


filled. 


TIN.—Deliveries are showing improve- 
ment. Prices are firm. 


WINDOW VENTILATORS.—Sales are 
still good, with prices unchanged. 


with 
Prices have not 


with 
Stocks 














HARDWARE AGE for MARCH 28, 1929 








Cincinnati Reports Brisk Demand in 
Spring Lines—Prices Stable 


(Cincinnati office of HARDWARE AGB) 


CINCINNATI, March 26.—Further gains in sales are reported by 
the hardware jobbing houses and total bookings for the first quarter 
are running about even with those in the corresponding period of 


1928. 


In view of the severity of the winter as compared with the 


mild weather last year the present showing is regarded as excep- 


tionally good. 


With moderation of the weather has come a brisk demand from 


retail dealers for spring items. 


Retailers are stocking seasonal 


commodities in liberal volume, while shelf goods are being carried 


in satisfactory quantities. 


Industrial activities in this district are being carried along at a 
surprisingly high rate, so that the buyng power of the public is ex- 


cellent. 


Agricultural conditions also are favorable. 


Indications 


are that the hardware trade this spring will be as good and possibly 


better than a year ago. 


Prices of all products are showing remarkable stability and the 
general strong tone of the market is reflected in their firmness. 

Retail sales have been somewhat slow on account of weather con- 
ditions, but considerable improvement is expected in the next few 


weeks. 


AUTOMOBILE ACCES SORIES.— 
Business has been exceptionally good in 
the past two weeks, and spring trade is 
expected to be of large proportions. 
There are rumors of art advance in tire 
and tube prices, but no official an- 
nouncement has been made. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 


Mansfield Balloon Cord Casings 


High Medium Low 
Grade Grade Grade 
eee $11.55 $7.40 $5.95 
SS eae 12.45 8.28 6.60 
oS ae 13.65 9.85 waa 
SD Se unisc oe 14.15 10.25 8.40 
os 16.55 12.30 10.10 
SS eee 19.45 14.35 11.85 
tt peepee 19.95 14.75 12.20 
High Pressure Cords 
Ee pa a's 4.50 
ees 10.10 7.50 5.25 
ME. Wssiubsues ee 10.90 8.90 
eee 14.20 11.50 9.50 
SBx44e 4... 0s. 30.00 15.60 12.85 
Balloon Inner Tubes 
OS ee 1.50 1.29 
eee 1.60 1.40 
a) ae 1.75 1.52 
DO «2000800 1.80 1.56 
SS eae 2.05 1.84 
er 2.40 2.16 
DERE  éixswvans 2.50 2.30 
High Pressure Tubes 
fee sane .90 
_) are 1.40 1.19 R 
Pe - dks ceseabe 1.60 1.41 r 
RRP 1.70 1.49 : 
ye eA ae, 1.80 1.56 aa 


at a fair rate, with dealers carrying 
normal stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 











bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent off 


list. 


BOYS’ WAGONS.—Demand is holding 
up well, and retailers have ample goods 
to supply spring requirements of their 
customers. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; grey- 
hound No. 483, $3.10 each; greyhound 
No. 493, $2.85 each; greyhound No. 
497, $3.75 each; greyhqund No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


BUILDERS’ HARDWARE.—Building 
operations are expanding and sales of 
builders’ hardware this spring should 
be on a par with those of last year. 
Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Sash Weights.—Sash weights, $1.75 
per doz. 
Inside Sets.—Square bevel inside 
sets in case lots, $4.50 per doz. 
Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


CROQUET SETS.—Dealers are laying 
in fair stocks of this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball set, $1.65; No. A, eight-ball 
set, $1.95; No. 3, eight-ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


FLASHLIGHT BATTERIES. — Busi- 
ness is being maintained at a moderate 
level. 


Reading matter continued on page 86 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


2 cell baby flashlight battery, 13c. 


each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
each; small or large monocells, 644c. 


each. 


GASOLINE LAMPS.—Orders are being 
placed in good volume with local job- 
bers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Gasoline lamp, No. 117, $6.50 each; 
No. 118, $7 each; No. 119, $8 each; 
gasoline lantern, No, 220, $5.95 each; 
No. 228, $6.30 each; gasoline lamps, 
No. C329, $5.50 each; No. P329, $12 
each; No. B329, $6.75 each; gasoline 
lantern, No. L327, $4.70 each. 


GALVANIZED SPRINKLERS. — Re- 
tailers are well stocked with this com- 
modity for the spring season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; 8 qt. sprinkling pots, $7.10 per 
doz.; 10 qt. sprinkling pots, $7.90 


per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 


GARDEN HOSE.—Bookings have been 
light, but no doubt will show improve- 
ment in the next 30 days. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
5%c. 


Rubber Hose.—5 ply, % in., 
per ft. in 50 ft. lengths for Leader 


brand; 7 ply, % in. red hose, 9c. per 


ft. in 50 ft. lengths; double braid in 
1% in., 500 ft. coils, 644c. per ft. 


HOES.—Orders are coming in to local 
warehouses at a good rate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; i $9.96 per doz.; 7 in., 


True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


HOSE ATTACHMENTS.—This line is 
showing some betterment in volume of 
sales. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—Shipments out of lo- 
cal warehouses have been fairly lib- 
eral 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 


Wooden hose reels, $14.50 per doz.: 
Boss iron hose reels, $1.65 each; 
Donley allsteel hose reels, $1.65 each. 

ICE CREAM FREEZERS.—Prices for 
the spring and summer seasons have 
been announced and are the same as 
last year. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 








White Mountain.—1 qt., $2.43 each; 
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QTHE REMincron NEWS LETTER 


KLEANBORE BRINGS LIGHT To ANOTHER. 
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$3.38 each; 
$5.33 each; 


2 qt., $2.83 each; 3 qt., 
4 qt., $4.13 @ach; 6 qt., 
8 qt., $6.75 each. 

Arctic.—1 qt., $2 each; 2 qt., $2.30 
each; 3 qt., $2.78 each; 4 qt., $3.40 
each; 6 qt., $4.30 each; 8 qt., $5.55 
each, 

Peeriess.—1 qt., $2.95 each; 2 at., 
$3.45 each; 3 qt., $4.10 each; 4 qt., $5 
each; 6 qt., $6.30 each; 8 qt., $8.20 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN 
are less than in 1928. The new schedule 
is given below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cheap Grade.—12 in., $4.60 each; 
14 in., $4.90 each; 16 in., $5.20 each. 

Ball Bearing.—14 in. medium grade, 
$7.25 each; 14 in. good grade, $8.75 
each; 16 in. medium grade, $7.50 
each; 16 in. good grade, $9 each; 16 
in. best grade, $11.25 each; 18 in. 
medium grade, $8 each; 18 in. good 
grade, $9.60 each; 18 in. best grade, 
$11.85 each. 


LAWN RAKES.—A good demand has 
developed for lawn rakes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 


NAILS.—Prices remain firm and un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Common wire nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 
HEATERS.—Business has continued at 
a satisfactory rate in these commodi- 
ties. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Oil Ranges.— Perfection in white 
porcelain with built-in ovens, No. 339, 
with 5 Superfex burners, $140; No. 
279, $120; Puritan with white por- 
sf" with built-in oven, No. 249, 
122. 


Oil Stoves.—No. 74 Perfection, 4 
burners, $29.50; No. 73, Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchase of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying. order, 

per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will 
be paid, according to volume of busi- 
ness. 

Gasoline Pressure Gas Stoves.— 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.00; 
Puritan’ white porcelain range with 
built-in ovens, No. 759, $128. 

Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.75; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 bufner, glass drop door, $5.50; No. 
42, 2 burner, steel drop ‘door, $5. 25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, per doz.; $60 per 
gross. Dealers’ discounts the same 
as on Perfection stoves. 

Oil Heaters. — Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.60: No. 1626, black japan, ex 
i @, $9.75; No. 1530, black .drums, 
nickeled trimmings, $9.25; No. 625. 
black drums and trimmings, $7.25. 

Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
18.50 each list: 3 burner, $23.50 each 
ist; 4 burner, $30 each list; 5 burner, 
$41 each list. 


MOWERS.—Prices this year 





High shelves for above, 2 burner, 
$5.50 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
and 5 per cent discount. 


PYREX WARE.—Movement of pyrex 
ware is fairly good and prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Round Casseroles.—No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates.—No. 
each; No. 208, 50c. each; No. 
60c. each; No. 210, 67c. each; No. 
73c. each. 

Round Pudding Dishes.—No. 
40c. each; No. 022, 57c. each; No. 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 
67c. each. 

Oblong Bread or Loaf Pans.—No. 
213, 17c. each; No. 212, 60c. each; No. 
214, $1 each. 


$1.17 


17¢. 
209, 
211, 


021, 
023, 


053, 


PAINT SUPPLIES.—A pickup in sales 
is reported by local jobbers. An active 
trade in the next few months is antici- 
pated. Latest prices are listed below. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80%4c. per gal.; turpentine, in 2 barrel 
lots, 67c. per gal.; white and red lead 
in 500 lb. kegs, 15%4c. per Ib., less 10 
per cent. 


RADIO BATTERIES.—There has been 


a slight falling off in bookings, but sales 


continue fairly high in volume. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, less each, in 
unit pkg. unit pke. 
21308 


Stock No. 
Super B bat., No. 
Super B bat., 

B batteries, 
batteries, 
batteries, 
batteries, 
batteries, 
batteries, 
batteries, No. 
Note.—Nos. 21308, 5308, 2158 and 

2156 are in unit packages of 5; Nos. 

22308, 10308 and 2308 are 

packages of 6; No. 2370 is 

packages of 10; No. 6 is in unit pack- 

ages of 50. 


RADIO TUBES.—Sales have been ex- 
cellent and dealers are taking good 
quantities of tubes from local jobbers. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


MX199 generai purpose tubes, $2.00 
each; MV199 several purpose tubes, 
$2.00 each; MX201A general purpose 
tubes, $1.40 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MX171A, power 
amplifiers, $2.50 each; MX280 full 
wave rectifiers, $3.50 each; MX281 
half wave rectifiers, $7.25 Soak: 
MX226 as... = 00 each; MY227 
detectors, $3.00 each 


RAKES.—The spring trade is reported 


to be about normal. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Trade-tempered true gradé12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 


Reading matter continued on page 86 





per doz.; 16-tooth, $10.50 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROLLER SKATES.—This product has 
become an all-year-round seller, and 
demand recently has been good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL.—Demand for 
roofing material is gaining as spring 
trade opens up. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Roofing Paper.—Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light ‘Holdfast, $1; 
medium ‘Holdfast, 1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $1.85. 

Roofin aeggy tar, refined, 
in barrel lots, 2 per al.; in half 
barrel lots, 28c. per gal. coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
b., 12%c.; in 5 lb. cans, 944c. per Ib.; 
in 10 lb. cans, 9c. per lb.; in 25 Ib. 
cans, 8c. per lb. Certain-teed ce- 
ment, 36 lb. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8%4%c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 74%c. per Ib 


ROPE.—There has been no change i 
this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Ocean manila rope, tte per Ib.; 
sisal rope, 134%4c. per 


SCREWS.—Business in screws is fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Flat head wy ee screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blued screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off a, — 
wire goods, 85, 20 and 65 off 1 


SCREEN DOORS.—Dealers are begin- 
ning to stock this (line in anticipation 


of the usual spring demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Screen Doors.—No. 241, 2 ft. 6 in. 
-. 8 Oe eae ee — doz. {No 281, 


$33.35 per doz.; f 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens.—No. 
per doz.; No. 2433, er doz.; 
No. 2437, $5.40 per doz.; 0. 3037, 
$6.90 per doz.; No. 3637, ’38 per doz. 


1838, $4.30 


WATER COOLERS.—It is a little early 
for this commodity to show much ac- 
tivity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


gal.  ypoed * 80 each; 3 ro 
cooler, $2.05 each; ‘6 cooler, 1 
each; 6 gal. — fr) 90 = : Rg 
cooler, $3.90 each 1. cooler, $5 
each; Twentieth LR cooler with 
bottle, No. 50, in mahogany finish, 
$10.80 each; Twentieth Century cooler 
with bottle and stand, No. 500, in ma- 
hogany finish, $13.75 each; Twentieth 
Century cooler with bottle, No. 50, 
in white finish, $11.25 each: Twenti- 
eth Century cooler with bottle and 
— No. 500, in white finish, $14.50 
each. 
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There’s an R-W Grindstone to meet every require- 
ment and a style and size to suit every purse. The 
line ranges from a small and convenient grindstone 


for kitchen use to 


eight feet in diameter. 


the largest power grindstone 


Illustrated are the 
three most popular 
numbers of R- W 
Grindstones. The 
Catalogue shows 
sixteen different 



























































Grindstones for every purpose 


The frame work is of rigid construction—all have 
ball-bearing journals fitted with stones of highest 


grade genuine Berea grit. 


We are also prepared to furnish loose stones of any 


grit and in any quantity. 




















A most convenient tool 
for general use—while 





primarily a_ fence 
stretcher, it can also be 





ee 


used as a stump puller 
and as a hoist and life. 
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The construction is 
rigid and the lever 
handle can be operated 
continuously in one 
direction or backward 
and forward and from 
either side. 

The clamps are fitted 
with tail nuts so that 
wrenches are unneces- 
sary. 

The pricesare attractive. 


Fence Stretchers 








StaiR -Way 




























Ladders | se 


Here is the most com- 
plete line of store ladders 
manufactured. 


There’s a type of ladder 
to meet any and all con- 
ditions — ledge rollers 
with guide track above 
—floor rollers with steel 
ladder frames — ceiling 
ladders for straight or 
curved box track, and 
several designs of the 
portable ctype. 

























Investigate the SrcaiR- 
Way Ladder line—you’re 
sure to find a stock type 
to meet any and all 
conditions. 
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An Independent that Beats the Chains 


preference to a large stock turnover. 
That is why hardware stores on 
the whole have two to three stock 
turnovers a year, although the turn- 
over on nationally advertised prod- 
ucts is five to six times yearly.” 


N OT long ago a chain store 
executive said: 

“The average independent mer- 
chant with whom we _ compete 
thinks only of the lower prices at 
which we can buy. In his frenzied 
efforts to overcome that edge we 
have on him, they overlooked the 
really important factor that gives us 
our biggest advantage. That factor 
is turnover. Taking the year round, 
we do not buy much lower than the 
average shrewd independent retailer ; 
but where we get the edge on him is 
in turning our stock about twice as 
fast as he turns his. That extra 
stock turnover we get compensates 
for the advantages the independent 
merchant has in being among his 
own people. It is not the small mar- 
gin we save on buying that makes 
the difference.” 

Long ago the owners of the Phillip 
Gross Hardware & Supply Company 
recognized the importance of fast 
stock turnover, and as a consequence 
the company has a turnover rate 
nearly twice that of the average in- 
dependent hardware store. This is 
not the result of hand-to-mouth buy- 
ing, either, as some independent mer- 
chants assume. It has been made 
possible by buying merchandise for 
which there is a potential demand, 
and advertising that merchandise 
when it is in season. 

There are lines of goods in the 
Gross store that turn over eight to 
ten times in a single year, yet they 
are bought in what the average mer- 
chant would call heavy quantities, 
but at a time when the demand is 
ripe. They are items which have a 
reputation that helps to sell them. 

Recently the company ordered 
what executives of the National 
Enamel & Stamping Company de- 
clare was the biggest single order 
ever received from a merchant for 
garbage cans. The Gross _ store 
bought 2,200 garbage cans at one 
time—enough to fill a warehouse! 

The store advertised the cans in 
the local newspapers and sold the lot 
in a little less than a week. The mer- 
chandise moved out quickly because 
the line had been advertised exten- 
sively by the manufacturers and was 





(Continued from page 46) 


known to be of reliable quality, and 
because the dealer made no secret of 
the fact that the merchandise was in 
stock. 

“Some merchants use well-known 
merchandise with which to build 
up their business and reputation,” 
said M. Faber, advertising man- 
ager of the Gross store. “When 
they have a reputation for fair mer- 
chandising, they conclude they are 
big enough and begin discarding the 
lines that have brought them success 
for their own brands that mean noth- 
ing to the public. 

“It has been our experience that 
the higher the merchant stands in his 
community, the more nationally- 
known goods can help him to grow, 
because he has a double force work- 
ing for him; his own reputation, and 
that of the merchandise he is known 
to carry. That combination naturally 
has greater selling power than either 
one or the other forces working in- 
dependently. 

“The minute the independent re- 
tailer fills his shelves with unknown 
merchandise he takes upon himself a 
double duty. He must create the de- 
mand for the goods, then let the pub- 
lic know he has it for sale. The well- 
known quality lines already have a 
demand established. The retailer’s 
job is to let the public know that he 
has them for sale. 


6é 
Some merchants, who swing to 
private brands, claim that to build a 


business with well-known lines of 
merchandise as the basis is to place 
one’s establishment on the same level 
with all others carrying the same 
lines, and that one does, in a manner, 
place himself at the mercy of the 
manufacturers whose products he 
uses to build his business. But it is 
our opinion that if a merchant hasn't 
the ability to put enough individuality 
and expert service into his business 
to induce his customers to come to 
his place for these nationally-known 
goods rather than go somewhere else, 
then he certainly hasn’t the ability to 
induce them to come on the strength 
of his promise of quality to be found 
in unknown merchandise.” 

Some contend the independent 
hardware stores will be eliminated be- 
cause they cannot get the woman’s 
trade, pointing out that the woman is 
becoming more and more the buyer 
for the family, whether of groceries, 
socks, lightning rods or automobiles. 

The Phillip Gross Hardware & 





Supply Company believes at least a 
part of such a statement—the part 
concerning the importance of the 
woman in the family’s buying. 

Because the company saw the 
value of the woman’s patronage, it 
began a long time ago to court her 
favor. Today, a little more than 65 
per cent of the people who buy over 
the counters in the Gross store are 
women. Still some merchants claim 
that you cannot get women to enter 
a hardware store! 

This store works on the theory 
that women, as well as men, go 
where they are invited; and it gives 
its store the appearance of a stand- 
ing invitation to women shoppers, 
and its daily newspaper advertise- 
ments confirm that invitation. Most 
newspaper copy appears in the style 
of the better class department store— 
the style which experience has proved 
women read most consistently. 


Tue store is in the heart of the 
downtown retail district. It competes 
with department stores, sport shops 
and United Cigar stores for the fickle 
passersby, and it does so successfully 
because its display windows say 
“Come in!” to women as well as men. 

It is apparent that women like to 
be served by women, otherwise they 
would not go to department and chain 
stores to get the merchandise that 
they could as conveniently buy in the 
hardware store. Realizing this, the 
Gross establishment is dotted with 
women clerks. There is one in the 
tool department. Enough women pa- 
tronized that section to justify the 
firm in training a woman to sell tools 
and related goods. Sales immediate- 
ly increased. 

The company foresaw women were 
buying more sporting and outing 
goods than the average hardware re- 
tailer realized, buying not only for 
their own use, but for their families. 
The firm employed and trained a 
woman to sell sporting goods. Now 
this department does a big business 
with women, and it sells a lot more 
goods to men and boys for whom a 
woman has previously “made up 
their minds” as to what to get. 

In the plumbing department, lim- 
ited to bathroom fixtures and small 
mechanical items, a woman is in 
charge. She says that 75 per cent of 
her customers are men but, being a 
woman, she knows what articles to 
suggest better than men do. For that 

(Continued on page 93) 
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We Announce an Open Marke 


not only in YTV CHES TED 


TRADE MAR 


WORLD STANDARD GUNS ann AMMUNITIO! 
CLEANING ano LUBRICATING PREPARATION 


entre tne, VL CHESTER 


TRADE MARK 


HEN Winchester began the manufacture of new products, we chose those products 
related to the Winchester idea of serving sportsmen and all lovers of outdoors—prod 
which could best be made with Winchester’s unique equipment and the gunmaker’s past ma 
ship in making articles demanding super qualities in steel. 
We knew that these new members of the Winchester family—Flashlights and Batteries, J 
Batteries, Fishing Tackle, Ice and Roller Skates, Cutlery and Tools—would do honor to 
Winchester name. 
We also knew that, as lines related to Winchester World Standard Guns and Ammunition, 
demand for these more recent products would extend to every section of the nation and, inf 
to all four corners of the earth. V] 
This indeed has proved to be the case. Jobbers everywhere have asked for the privilege of ) 
ing on these lines—not simply for their quality and reputation—not simply as companions (: 
Winchester guns nor for the extensive advertising backing we now can and will place bet 
all lines—but in order to render the dealer a more complete and unified service. 9 


With this announcement, therefore, we place the entire line of Winchester Products on : 


te 


stricted sale through all legitimate channels of the hardware and sporting goods trad 
epoch-making step in Winchester progress and, we feel, BIG NEWS for all the trade. 





: 
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ARINCHESTER GUNS AND AMMUNITION 


—need no curtain speech. They “made their bow” more than sixty years ago and have 
long been known as the standard of the world—the greatest name in firearms history. 
Like the repeating principle which gave them birth, moreover, they are the surest sales 
repeaters that ever have been sold. There are millions of Winchesters in use—each dis- 
tinguished by the “Winchester Proof” mark—each a master in its field. As for ammuni- 
tion, we scarcely need remind you to “Sell Winchester Ammunition for Winchester Guns 
—they are made for each other.” 


INCHESTER CLEANING AnD LUBRICATING PREPARATIONS 


Winchester Metal Preparations—Gun Oil, Gun Grease, Rust Remover, Crystal Cleaner 
and General Utility Oil—have not only been companions to Winchester Guns for many 
years but have entered into many fields of broader use. Winchester General Utility Oil, 
for instance, is an ideal, all-purpose, light lubricant and is sold throughout the world for 
every household polishing and oiling need. 


FLASHLIGHTS AND BATTERIES 


Like his gun, a flashlight is an indispensable companion to a sportsman and Winchester 
facilities proved ideally suited to the manufacture of superior flashlight parts. Winchester 
Flashlights, therefore, are not “just another line of flashlights” but a line of superior 
construction in each detail—constantly adapted to meet new needs and uses and open- 
ing up an even bigger field for flashlight sales than was ever possible before. There’s 
the new “Headlight,” for example, the new “Focusing Lantern” and the powerful five- 
cell Focusing Searchlight that throws its brilliant beam almost a quarter of a mile. There 
are also, of course, Winchester Flashlight Batteries and Radio Batteries too—the bat- 
teries of longer life and unexcelled service. 


ICE AND ROLLER SKATES 


Skates demand fine steel and Winchester’s experience in combining strength and light- 
ness in the steel used for Winchester Guns enabled us to produce a line of ice skates that 
are truly a fine piece of workmanship. And so are Winchester Roller Skates with their 
super strong steel girder type of construction and a new solid tread, double-row ball- 
bearing roll which, as proved by tests made under actual and normal skating condi- 
tions, gives the utmost in service and increased mileage. 


FISHING TACKLE 


Here again is something dear to sportsmen—something as intimate and personal as a 
fine gun. When, in fact, the outdoor man isn’t hunting, he most probably is fishing. To 
occupy the “other half” of the sportsman’s year, therefore, Winchester bent all of its 
resources to develop and produce, not simply a serviceable type of rod, reel or bait, but 
a line of exquisitely made tackle which the owner would regard and cherish with as 
much affection as his gun. 


INCHESTER CUTLERY 


) id | Once more the knowledge of steel treatment and steel fabricating, acquired by decades 














of experience, has proved an ideal foundation. Winchester Cutlery stands out, however, 

not simply because of fine qualities of steel but because of the refinements in form, finish 

and construction—the way that scissor blades are put together—the way that knife 
on, blades balance with the handle—the sheer beauty of each keen-edged piece of pocket or 
in f — : at flat cutlery that bears the Winchester name. 


: INCHESTER TOOLS 


ions “fy : You know what qualities are called for in fine tools—balance, convenience, utility, ease 
of handling, the ability to take and hold a keen edge or sheer toughness and long wear- 
Ee Dvn ing qualities. These are qualities which are called for to an even greater degree in fine 
i guns and, with such broad experience in this respect to guide us, it is no wonder that 
<—— wa Winchester Tools have made their mark and are given preference by skilled craftsmen 

‘4 \ Sy hae in all fields. 
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Big News izdeea 


hardware and sporting goods merchandising—is now Lak er 

in the sale, not only of fine guns, ammunition and metal prepara 

of fine flashlights, batteries, fishing tackle, ice and roller skates, ' cutlery 
tools. This name has such prestige that it creates the utmost confidence * 
wherever shown. It will prove as valuable when selling these other. Win- 
chester Products as in the sale of Winchester guns, and as neat brine 


ing new customers into your store. 


IT MEANS that you will have not only a ealdleans: name € to help you 
sell and to attract new trade but that you will have distinctive ua 
talk about. In Winchester Flashlights, for instance, you can point out — 
features the customer will find in no other brand. The mag ok Win 


everything Winchester makes. 


IT MEANS that you will have the POWER OF PUBLICITY een ely be- 
hind your sales on a scale which, probably, has never been equalled on so 
extensive a line of hardware and sporting goods products under one brand. 
Winchester Guns and Ammunition, of course, have always been ‘strongly 
advertised. They will continue to be, and Winchester New-Line e 
in turn, will be backed by an even more extensive c ign- 
which will impress the name and quality of all Winn 
consumers of the entire country. 











Striking full page advertisements will appear in Satu 
- Collier’s Weekly, American Boy, Youth’s Companion, Boj 
Road for Boys and in eight of the leading Sportsmen's agaz 
culation will be increased by impressive space in The 
National Geographic and a group of national and territ st 
~ ing more than 75% of all the farms in the United States. 
mass with striking advertisements in two of the leading 
_.--you will have everything else that goes with a big campaij 
~~ material and a full array of the sales aids you will need to” 
whole Winchester Line. © ~ 


This intensive consumer campaign will open with a strik 
the 15th of June. You can fest assured ahak we wel seas 
ae this campaign in ample time to meet your needs, — 
«” BIG NEWS? . BIG NEWS, indeed, and the opportut 
_ advantage of this opportunity and ga your orders « 


you me choose. 














New Haven, Conn., vu. s. AL 
New ‘York Office and arabe “I64 12 Bros 
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reason the company is sure she can 
sell more bathroom fixtures and small 
plumbing supplies than a man can. 
The fact that she has more than 
doubled the business of her depart- 
ment in a year indicates that she be- 
longs there. 

The company believes that women 
like bargains, and it gives them 
plenty. It watches for special op- 
portunities to buy, and then makes a 
lead of such articles to get women 
into the store. It never overlooks 
the fact that nationally-known and 
quality merchandise built the business 
and nothing is bought to sell that 
cannot stand up to the firm’s slogan, 
“If It’s From Gross It’s Good.” 

Women like service. There is al- 
ways someone from the Gross estab- 
lishment ready to go out to a custom- 
er’s home and help her get her wash- 
ing machine, gas stove, vacuum clean- 
er or electric heater working properly 
if it goes wrong, although it may be 
two years before that she bought it. 








(Continued from page 88) 


A customer can telephone for any- 
thing she needs and have it delivered 
within two hours. Country deliveries 
are made twice a week. A customer 
can have the goods sent to his door 
if he is willing to wait until regular 
delivery is made to his locality. 

The firm finds that it pays to be 
public spirited. Accordingly, there 
is something at every industrial func- 
tion in Milwaukee to remind those 
present that Gross sells hardware. 
The store has a large exhibit at every 
building show for which Milwaukee 
is famous. It has booths at industrial 
fairs. Wherever you see men and 
women gather to view the signs of 
progress made by local enterprise, 
you see evidence of the progress of 
the Gross Company. 

The company sells on a budget 
basis. At the first of each year it 
takes the total of the previous year’s 
business, adds 10 per cent, and sets 
the sum as the quota for the coming 
year. That quota is divided into 








An Independent that Beats the Chains 


twelve parts for each month. Each 
month’s quota is then divided into as 
many parts as there are departments. 
Then each departmental quota is 
divided into as many parts as there 
are clerks in the section. Thus every 
sales person has a quota for the 
month, and the year. 

“You are being paid a salary,” the 
firm tells its employees, “but we are 
going to make it possible for you to 
earn more than your salary if you 
earn for us more than we are paying 
vou to earn. We will pay you 3 per 
cent on everything you sell above 
your yearly quota. If you sell $500 
more than your quota in January, we 
pay you $15 in addition to your salary. 
Each month thereafter we will do the 
same, except that if you fall below 
your quota any one month, you must 
exceed your quota by that amount 
during some succeeding month be- 
fore you earn further bonus.” 

Nearly 200 alert, efficient men and 
women are on the payroll. 





like those of the jewelry store, the 
drug store and the dry goods store? 

Perhaps the store cannot afford 
them. They do cost a lot of money; 
but in order to meet competition you 
must be as up to date as your com- 
petitor. 

Presto—Change 


Not so long ago, most of us re- 
member, the grocery merchant was 
not so very up to date. Who ever 
heard of price tags on groceries, or 
neat fixtures and spotlessly clean 
windows in those days? Then came 
the chain grocery stores. What was 
the result? The home town mer- 
chant had to clean up, paint up and 
brush up on merchandising methods. 
Those who failed to see the light 
went broke. It was sad, but the “sur- 
vival of the fittest” became a reality. 

Then came the chain dry goods 
store. What was the result? The 
same thing happened to the home 
town dry goods merchant—and how! 
Does his store look the same as it 
did ten years ago? Not by a “jug 
full.” Then the old-fashioned home 
town druggist went through the same 
change. 

Does the hardware merchant need 
to feel badly or think the world is 
coming to an end simply because of 





A Bird’s Eye View of the Hardware Stores in Ten States 


(Continued from page 53) 


this new type of competition such as 
specialty stores and chain stores? No 
—it simply means that the hardware 
store must go through the same 
change as the grocery store, the drug 
store and the dry goods store went 
through. 

How can the hardware store ac- 
complish these changes in display, 
etc.? “Industry!” Industry on the 
part of the sales people? Yes, but 
first on the part of the boss. It’s 
contagious, but really the boss should 
be the first to catch the bug. It’s 
simply up to the individual hardware 
dealer to clean up, paint up and brush 
up on merchandising methods in 
order to stay in the swim. It is 
going to be the survival of the fittest 
pictured in reality. 


A Few Tips 


If it is impossible to get new fix- 
tures at once, the proper display of 
the merchandise in the old ones 
would help a lot. You may say you 
do not know anything about these 
new fangled displays. Just look at 
this magazine. It is brimming over 
every week with ideas along this very 
line. Try following some of them 
out and give them a chance to prove 
themselves. Study the jewelry and 





drug store displays and you will get 
some ideas on the display of small 
articles. 


Fighting the Specialty Store 


No matter how small your store 
may be, it should be laid off in de- 
partments. If possible have a head 
clerk for each department. If this 
is not possible, give one man two 
departments. Then give each depart- 
ment head the time and inspiration 
to go out and rustle new business. 
There are lots-of houses that need 
painting, lots of homes that need 
electrical appliances, and lots of 
houses being built that need hard- 
ware. 

You, Mr. Home Town Merchant, 
really have a better chance at this 
business than the specialty store or 
peddler, because people already have 
confidence in your store and your 
merchandise. The reason the spe- 
cialty store is getting so much of this 
business is that he is going after it 
—and you are not. 

Don’t let them have it? Go and 
reap this harvest that is ripe. 

Now what is the “white elephant ?” 
Isn’t the fault within ourselves? Yes. 
Let’s admit it—then DO SOME- 
THING ABOUT IT. 
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Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. +, + S£ SF 





ERIE, PENNSYLVANIA 
ranch Offices_., 


New Y Pah 
Boston, 76 Batterymarch 
San Francisco, 703 Market St. 








Down the Line with Turpentine 
(Continued from page 50) 


time protect the pine tree. For years a process known 
as the box system requiring a cup-like cavity cut into 
the bottom of the tree to collect the rosin. This of 
course not only injured the tree but made it more sus- 
ceptible to disease. 

The cup system which has supplanted this destructive 
method was worked out by the Bureau of Forestry. 
Rosin is now extracted from the pine tree in very much 
the same manner as sugar is obtained from the maple. 
Earthen pails or cups take the place of the cavity in 
the trunk. It is estimated that 200 acres of pine trees will 
give the first year about 2,000 gallons of spirits of tur- 
pentine and 260 barrels of rosin. The fourth and last 
year the yield is generally about 1,000 gallons of turpen- 
tine and 110 barrels of rosin. 

Another method of extracting turpentine and rosin 
makes use of the fallen logs and pine stumps. Blasting 
reduces these stumps to a convenient size for hauling 
and they are then stored in the wood yards to await their 
turn in the millroom. They next go into logs and 
shredders which cuts them first into six-inch lengths and 
finally to the size of matches. Then the chip wood is 
conveyed to huge boilers where the necessary heat is 
supplied to extract the turpentine from the wood. This 
distillation removes about half of the pine oil. 

The remainder and the wood rosin are then extracted 
by the use of hot solvents. The rosin solution requires 
further refining, to remove the dirt. When this is done 
the solvent is evaporated and the rosin flows into a large 
vat from which it is transferred to barrels while still 
warm. When it has cooled and solidified, the barrels are 
marked ready for shipment. This process of removing 
the rosin after the turpentine has been extracted keeps 
the turpentine clean and free from adulteration. In fact, 
the whole method has much to recommend it, since the 
removal of the stumps and downwood from so many 
acres of land in the South Atlantic states has made this 
acreage available for reforestation and farming. 

American stands at the head of the list in quantity 
turpentine production. Her annual average in normal 
times is given at 600,000 barrels of turpentine and 2,100,- 
000 barrels of rosin. France comes next on the list, then 
Spain, Austria, and other countries. 

And since paint and varnish are more widely used 
than ever before, and no other essential oil has been 
found throughout the ages which serves quite so well 
as a volatile thinner in these commodities, it is likely 
that turpentine will continue to be an important com- 
modity of the hardware dealer for centuries to come. 





Choosing Colors for the 
Customer’s Car 


(Continued from page 51) 


ly productive of new and more charming harmtonies 
without anything to grate on the eye. 

Some attractive sport phaetons are being finished this 
year in aluminum with the polish accentuated by a cov- 
ering of clear lacquer to protect and add lustre. They 


| are often upholstered in black and red and trimmed, on 


fenders and mouldings, with mountain ash scarlet or 
red shadow, which is a yellowish red. These go well 
with black and aluminum. But the actual polished 
aluminum is hard to keep in good condition and its use 
except in special circumstances hardly practical. 
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~Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION and 
SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT CON- 
VENTION, Edgewater Park, Miss., April 22, 23, 24, 25, 1929. 
Headquarters, Edgewater Gulf Hotel. Charles F. Rockwell, 
secretary-treasurer, American Hardware Manufacturers’ 
Association, 342 Madison Ave., New York City. John Don- 
nan, secretary-treasurer, Southern Hardware Jobbers’ As- 
sociation, Richmond, Va. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 7 and 8, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929, Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


LovISIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 10-11-12, 1929. Guy 
Nason, secretary, Starkville, Miss. 


MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 


Missouri RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTi0on, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


MIssIssIpPpI RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION ConvENTION, Gulfport, June 17-18-19, 1929. Guy 
Nason, secretary, Starkville. 


NATIONAL ASSOCIATION: OF PURCHASING AGENTS COoN- 
VENTION, Hotel Statler, Buffalo, N. Y., June 3, 4, 5, 6, 1929. 
B. W. Hall, Assistant Secretary, 11 Park Place, New York. 


NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank Bldg., 
Indianapolis. 


O_p GuaARD SOUTHERN HARDWARE SALESMEN’S ASSOCIA- 
TION, Edgewater Park, Biloxi, Miss., April 23. Head- 
quarters, Edgewater Gulf Hotel. R. P. Boyd, secretary- 
treasurer, Box 19, R. F. D. No. 4, Knoxville, Tenn. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTIoN, Amarillo, Tex., April 8, 9, 10, 1929, Head- 
quarters,’ Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 


SoutH Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis, Minn. 


SoUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 

















The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folder 
which illustrates and 
describes this latest 
GRIFFIN product. + + 





~ Manufacturing Co 


ERIE. PENNSYLVANIA 
“ Branch Offices. 


New York, 45 Warren St. 

| gy bS ——— St. 
Boston, erymar 

San Francisco, 703 Market St. 
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“GEM” 
Adjustable 
RADIATOR SHIELDS 


A pleasing feature that helps the sale of 
“GEM” Adjustable Radiator Shields is 
the fact that they make attractive extra 
mantels or shelves for the display of 
vases, book ends, and the like. 10 
popular sizes, gold-bronze, aluminum or ivory finish. 
Adjustable to radiator top widths 6” to 13”; lengths 
11” to 65”. BEH & CO., 1140 Broadway, 
New York, N. Y. 


Buy from your jobber 

























An orderly kept 
Store Attracts 
Customers 


GREEN’S 


Improved 


STOCK BOXES 


Will improve the appearance and efficiency of your store 
at small cost. Sizes to fit your present fixtures. 


Write for illustrated price list 


THE GREEN COMPANY 
250 W. 57th St. New York, N. Y. 











Granite State Lawn Mowers build per- 
manent trade for dealers. So do our 
Lawn Trimming and Edging Machines. 
Our new line of 


GRANITE STATE 
LAWN MOWERS 


is unusually attractive. We manufac- 
ture models and sizes for every require- 
ment. 


Granite State Mowing Machine Co. 
HINSDALE, N. H., SINCE 1860 


See our Line in Hardware Age Catalog. 








MARVEL RACK No. 500B 


To be used on a counter 





The above cut shows one of the 14 models manufactured 


by the 
MARVEL RACK MFG. CO. 
125 West Grant St. Minneapolis, Minn. 


Send for catalog. 











The Hardware Eden 


(Continued from page 57) 


10 per cent worth anything to you?” “What size order 
will I have to buy?” inquired this dealer. ‘Not very 
much,” said the manufacturer’s salesman, “just a fair 
assortment.” 

Then again I got another shock. What do you sup- 
pose this retail dealer said to this manufacturer’s sales- 
man? He said, “You are a nice sort of a man to come 
out here and try to undermine the business of your 
jobbing customer in New York. Your jobber’s sales- 
man introduced these goods. He persuaded me to carry 
them. I have been selling them profitably for a long 
time. Now you come here, offer a 10 per cent inside 
price and attempt to take the business away from your 
jobber. I don’t think this is a square deal, and as far as 
I am concerned, I wouldn’t buy a dollar’s worth of goods 
from you under any conditions whatever.” 

When I heard this, I pinched myself, because I 
thought I was in some sort of a dream and it was time 
for me to wake up. But there sat this successful retail 
hardware merchant in a dress suit, smiling at me. 

That night, Harry Hoblin, a hardware dealer of 
Larchmont, drove me from Bronxville over to Larch- 
mont in his car. Mr. Hoblin has two stores—one in 
Larchmont and the other in Bronxville. He runs one 
store, while his brother runs the other. Now I must 
admit on the way home in the car I almost forgot myself. 
I came very nearly selling him a line of cutlery, and then 
it suddenly occurred to me that I was not selling cutlery 
direct to retail dealers any more. Besides that, if I had 
attempted to sell Mr. Hoblin cutlery, he might have told 
me that I was taking a mean advantage of him to attempt 
to talk business in his automobile, when he had both 
hands on the steering wheel, and I was his guest. He 
might also have told me that I was not giving the New 
York jobber a square deal. So I just caught myself in 
time, and I did not say a word to him about selling. This 
was a very narrow escape on my part! 

But I did pull off a story on Harry that he had not 
heard before. You see, there were three beautiful sisters 
who lived out West. The oldest was named Faith, the 
next Hope, and the youngest and most beautiful of the 
three was named Charity. They lived very simply in the 
West, as their family was poor. Faith, however, secured 
a position in New York. She married a millionaire and 
soon had a beautiful apartment, with diamonds and 
pearls and every luxury. So Faith wrote out West to 
Hope and said that New York was easy, that she had 
better come on. In due course of time Hope arrived 
very plainly dressed, but Faith fixed her up with some 
of her clothes, introduced her to her friends and before 
the year was out Hope was married to another million- 
aire. Then she had diamonds and pearls and everything 
else. 

The two sisters, Faith and Hope, decided it was a 
shame for Charity to be living in a little Western town. 
So they wrote to Charity to just get her things together 
and come to New York. One day Charity arrived, but 
instead of being dressed in very simple clothes, she was 
beautifully gowned. She was wearing an ermine coat. 
She arrived in a Rolls Royce, came with her chauffeur 
and her own maid. Faith and Hope, of course, were 
very much surprised. “How is this?” they inquired, and 
the youngest and most beautiful sister replied with a 
charming smile, “You know, Charity begins at home.” 

So suppose we let it go at that! 
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Everybody’s Business 


(Continued from page 64) 


was only a little more than 20 cents, as compared with 
30 cents for a steam train burning coal. The principal 
savings were in firemen’s wages, engine-house expense 
and water for the locomotive. Savings over a gasoline 
motor car included not only these same items, but also 
additional economies in cost of fuel and lubricants. This 
indicates that the railroads are not going to be electrified 
instantly and that the future price of oil will be in- 
fluenced largely by transportation. 

Machines are playing the most important part in the 
present drive to lower distribution costs. Milk dealers 
are finding the paper container more sanitary than glass, 
less costly and much easier to handle. The average milk 
bottle makes 18 trips before it disappears or is broken. 
Its paper rival will make but one. Milk is put in glass 
bottles at a temperature between 40 and 43 degrees. 
With the new container the packing temperature can be 
lowered to 33 degrees, thereby retarding bacteria growth 
and preserving the milk for a longer time. Paper has 
the advantage over glass in being a non-conductor of 
heat. 

This new type container is produced by machinery 
from spruce fiber and is rendered airtight and leakproof 
by being treated with sterilized paraffin. The present 
yearly loss in milk bottles in the United States is esti- 
mated to be $15,000,000. 

The present drive to lower distribution costs is result- 
ing in astonishing changes. One enterprising dealer is 
even meeting with success in marketing lumber in “pack- 
ages.” The ends of the boards are accurately squared 
and finished, saving carpenters much time. Each pack- 
age has fiber caps fastened on the ends to prevent mar- 
ring in transit. 

It all goes to show what-a hazardous thing business 
has become. It is difficult to find any line of activity 
that it not being subjected to some kind of threat. Col- 
lege boys have introduced the innovation of not wearing 
hats and the practice is being rapidly extended. Repre- 
sentatives at the League of Nations at Geneva, Switzer- 
land, recently inaugurated a “league against hats.” Such 
a movement is being fostered by the new knowledge re- 
specting the hygienic value of ultra-violet rays. Hat 
manufacturers, like the producers of corsets, may event- 
ually have to add new products and organize new busi- 
nesses. 

A rug manufacturer found business slack and decided 
to open new merchandising lines. He hit upon the idea 
of building up a profitable business in small rugs for 
closed automobiles. Putting this plan to the test, he 
found that the field was practically a virgin one for his 
product, and the initial orders far exceeded all expecta- 
tions. 

Yesterday a camera recorded the path of a lightning 
bolt. The day before a “mechanical interne” in a hos- 
pital administered an anaesthetic with a delicate precision 
that could never have been equalled by the most highly 
trained human. With this remarkable device, the slight- 
est change in the breathing of a patient is registered in 
the control of a complicated mass of tubes and valves. 

We are in an age when today’s theories are tomor- 
row’s proved principles. The dreams of one month are 
the realities of the next. The person who proceeds with 
indifference to the vital force of change is following the 
shortest and surest road to business suicide. 








A Lawn Tool with Big 
Sales Possibilities 


Light, easy to use lawn ac- 

cessory that will please 

your customers instant- 

ly. Cleans leaves, grass, 

refuse from any lawn 

and never digs in 

and injures tender 
growing grass. 


She IMPROVED Ls 


Tested and Guaranteed Against Weakness 
or Breakage 


The steel frame of the Improved 
Lawncomb is tested for strength 
and service. Flexible steel teeth 
go over obstructions and never 
break. Low priced—easy to 
sell. Write for dealer dis- 
counts. 


EASTERN TOOL 
& MFG. CO. 


Bloomfield, N. J. 

















To have satisfied customers and a satisfactory 
amount of trade you must sell satisfactory mer- 
chandise. Safety, Service, Satisfaction are built into 


TILLEY LADDERS 


Carry goods that you are proud to sell. Complete 
line of Extension Ladders, Single Ladders, Step 
Ladders, Extension Ladder Trestles, etc. 

Write for catalog and prices 


The John S. Tilley Ladders Co., Inc. 
Watervliet, N. Y. 
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Cut Nails 
Cut Costs 


Because Reading Galvanized 

Cut Nails have almost unlimited 

endurance—because their four 

gripping surfaces hold them 
permanently tight — 
they cut down repair 
costs wherever they 
are used. 


And because they go 
straight through hard- 
wood without bending, 
they save a carpenter’s 
time and temper. It takes 
fewer Reading Cut Nails, 
too, to make a firm job. 


Explain these qualities of 
Reading Cut Nails to your 
customers. You'll find them 

-xeady to listen—and ready 
to come back with profit- 
able “repeat” orders, once 
they have tried these su- 
perior nails. 


Write for the Reading 
Cut Nail Catalog today. 


READING IRON COMPANY 
Reading, Pennsylvania 


Atlanta Detroit St. Louis 

Baltimore Houston Tulsa 

Boston Los Angeles San Francisco 

Buffalo New York Fort Worth 

Chicago Pittsburgh Seattle 

Cincinnati Cleveland Philadelphia 
New Orleans 











READING 
Cut NAILS 








The Wholesaler Is the Purchasing 
Agent for the Retailer 


(Continued from page 55) 


tioned. What is the wholesaler’s decision to be in relation 
to the many manufacturers who are seeking distribution for 
their products, and to the many retailers who are faced 
with the necessity for choosing reasonable stocks from the 
wide range of products supplied by these manufacturers? 

Clearly, there is being forced upon the wholesaler in ad- 
dition to his traditional function of efficient distribution, 
a funttion which, whether he desires to be regarded as such 
or not, is a function of choice. 

It is held by some whose minds have become deeply con- 
cerned with the problem of securing distribution for a 
particular product, that the wholesaler’s future function 
must be merely that of distributor for the manufacturers. 
They have urged that the wholesaler, whose position in the 
past has involved both constructive buying and selling, must 
now become solely a distributor for producers—and a 
distributor who is as nearly passive and automatic as pos- 
sible; an agent, or department, that is, for manufacturers. 

Those who advance these theories overlook the fact that 
there are hundreds of manufacturers who would clamor 
for primary rights in using such a distributive channel. 
When they ask for distribution (“adequate” or “national”) 
they are inclined to forget that a great many other manu- 
facturers are asking the same thing, or that they them- 
selves may have made inadequate provision for the profits 
of the thousands of retailers who must sell their goods 
directly to the public. 


HAT can the wholesaler do? Confronted on one 
hand by an array of manufacturers who demand dis- 
tribution for their many products, or plan to handle such’ 


. distribution directly, and on the other hand by retailers who 


are disturbed by the conflicting claims of advertising and 
the frequent pressure exerted directly by producers, the 
wholesaler faces a choice. Who is his master? 

If he satisfactorily serves the retailers who depend upon 
him, must he not make a selection? Is he not forced to 
distinguish between the products which are suited to his 
retail customers and those which are not? Is he not 
obligated to assemble for his customers, from whatever 
source, the newest and most attractive goods, those which 
have the most direct appeal to consumers? 

Today one of the most valuable functions which the 
wholesaler can perform, in addition to such essential func- 
tions of distribution as warehousing and breaking down 
and re-assembling shipments, is the selection of merchandise 
for his customers. Not in an absolute, but in a relative 
sense—for he selects not specific products but a wide range 
from which choices may be made. If the retailer is to be 
regarded as a purchasing agent for the public, so must the 
wholesaler be regarded as a purchasing agent for the 
retailer. 

Ultimately, of course, the consumer is the foundation of 
all business. The retailer selects the particular range of 
merchandise which is most desired by that section of the 
consuming public which he serves, and the wholesaler 
selects a range of merchandise’ (necessarily a wider range) 
adapted to the needs and desires of the retailers whom he 
serves. 

Business has a definite responsibility for supplying con- 
sumers with wanted merchandise in the right quatities, at 
the right time, and at a fair price. In discharging his 
part of this responsibility the modern wholesaler has two 
paramount duties: First, he must assure himself of sources 

(Continued on page 100) 
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DEALERS: 





AreYOU interested in 
Doubling or Trebling 


Your PAINT SALES 


GGRESSIVE dealers have 
found a new, profitable 
way to increase their paint 
sales. Combined with the in- 
creased sales are increased 
direct profits and increased 
indirect profits. Two profits 
now where there was only 
one before. 
An Eastern dealer reports 
that this new plan 
helped to quickly 
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dispose of a carload of lacquer 
—that had remained dead 
on their hands for weeks! 
This is only one instance— 
but get the whole story from 
the booklet, ‘‘How to In- 
crease Your Paint Turnover.” 
Your copy is ready for you 
—just clip and mail the cou- 
pon below. 


The plan is simple: Advertisements in the Saturday 
Evening Post, Popular Science Monthly, Popular 
Mechanics, etc., are now telling your customers that 
they may RENT from their dealer an 
ELECTRIC SPRAYIT for household 
painting—the same successful product 
of which 30,000 are used by indus- 
try YOU may rent SPRAYITS to your 
customers. Send for booklet that tells 
you how! . 








PRAY IT--- 


Vl ELECTRIC SPRAYIT COi, the. 
1203 E. Colfax Ave., South Bend, Ind. 


Send me immediately my copy of the booklet, “How to Increase 
Your Paint Turnover”—and your complete, proven plan. 


? 





wmMAIL THIS COUPON FOR YOUR COPY amas 

















HARDWARE AGE for MARCH 28, 1929 




















608 E. Hennepin Ave. 





The Best is none too good 


SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 
Beware of Imitations 


Manufactured by 
BE. A. Beng Sieuntoomnios Co., Led. 
kilstuna, Sweden 


SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jebber teday, or write 


SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 








Minneapolis, Mina. 








REPUTATION 


helps you to sell Skilsaw. This original portable electric 
hand saw is the “‘best seller” in its field. Why? Be- 
cause, Mr. Dealer, Skilsaw 
has the reputation for— 


- Safety 
Speed 
. Power 
Accuracy 
. Durability 
. Portability 
in sawing. 


FA 


day for information 
and ‘‘eut in’’ on the 
profits. Others are 
doing it. 


CKILSAW we 


Dept. C, 3317 ey 
Ave., Chieage, til. 


Write today for information about our —*? machine 
display stand. It will help you to sell— 


SKILSAW 





= ILSAW performs 
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of supply that are proficient; second, he must be sure that 
these sources will provide him with goods that are acceptable 
to the public. And this holds for any manufacturer who 
directs his own distribution of products. 


HE wholesaler has an opportunity to give a greater 

service to retailers and to the public than ever before. 
Undoubtedly he is today in a strategic position because of 
the general bewilderment which has swept down upon many 
retailers, and has even entered the public mind, confused 
as it is with the numerous claims of nationally advertised 
lines for quality, style and reliability. 

If, then, there is a particular “modern” problem in whole- 
saling, it becomes this: Is the wholesaler to act intelligently 
and constructively as a purchasing agent and merchandising 
adviser for the retailer, ultimately for the public, or is he 
to allow himself to become merely an impotent bystander ? 

There are, of course, other problems which have been 
augmented or created by present conditions. Greater at- 
tention to control of stock by wholesalers is necessary, and 
is being brought about. When it is, that means that the 
flow of merchandise from factory door to consumer is 
assisted materially. 

Further, in their effort to work closely with the retailer 
and to serve him in a complex market, wholesalers are 
developing a very practical sort of retail assistance. Alive 
to the situation confronting the retailer who is pressed from 
all sides by new competitive forces, wholesalers are help- 
ing him in new and genuinely constructive ways. Their 
practical helps, now being used by retailers throughout the 
country, are doing much to improve the day-by-day quality 
of retail merchandising. 

The objective of the successful wholesaler today is to 
surround himself through active effort with successful 
retailers to select goods which are keyed to the require- 
ments of those retailers, and to gauge public demand ac- 
curately as an aid to profitable retail operation—to be- 
come, in other words, a selective and economical distributor. 


W. T. Kennedy Comments on “Burning the 
Candle at Both Ends” 


W. T. Kennedy, president of the Ott-Heiskell Company, 
Wheeling, W. Va., comments on a recent Trade Winds edi- 
torial entitled “Burning the Candle at Both Ends” as fol- 
lows ; 

“Allow me to add my owrd of appreciation for your stim- 
ulating, helpful ‘Thoughts for Thinkers,’ as penned from 
week to week in ‘Trade Winds.’ Your one for today on 
‘Burning the Candle at Both Ends’ is timely, and I hope 
will be read and followed by all of us. 

“Tt does seem too bad that prices should be slashed on 
lines that certainly belong in the hardware line. 

“The deplorable condition existing in many sections right 
today on staples such as wire cloth, netting, doors and 
windows, etc., are the result of an over-zealous desire of 
some houses to step outside the bounds of their natural, 
geographical territory and not only play havoc with their 
own profit account but with other houses who are of 
necessity dependent upon a more or less confined territory 
in which to market their goods. This is neither helpful 
to the manufacturer, the distributor nor the retail dealer. 

“Tt does seem to me that in some other lines that I happen 
to know a little about conditions are not as bad, despite 
the fact that there is plenty of competition. It would, there- 
fore, seem as though this might be a case of “Physician, 
heal thyself.”” In other words, before conditions are im- 
proved we will have to take a more sensible, rational, sane 
view and perhaps practice a little more of the ‘live-and- 
let-live’ policy.” 
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USE 
REED & PRINCE 
MANUFACTURING 
COMPANY 





Reed & Prince Screws have cleanly 
cut, accurate threads, heads of true 
diameter with uniformly deep slots, 

accurately centered. Reed & Prince 
products include all types and sizes 
of wood, machine, cap and set 
screws, stove bolts, sink bolts, 
hanger bolts — perfectly fitted with An OVERHEAD Check 
true center nuts —and rivets, b 
burrs, nuts and many special ut 


products. In all finishes— plain, “7 

nickel, brass, copper-plated, NOT Too HIGH 
cadmium, chromium, Sher- 

Every product is backed by the selling price are characteristics of this 





ardized or hot galvanized. Complete efficiency and a good easy 
Rixson Check. Although widely recog- 


nized as better than average this has not 
been taken as an opportunity to exagger- 
ate the price. You are sure of value in 
this 


Single Acting Door Check 


Furthermore it is guaran- 
teed for two years. You 
realize that to carry such a 
guarantee it must be good 
for at least ten years in ordi- 
nary use. It is neat, com- 
pact, well made and unusu- 
ally easy to apply, operating 
right or left hand doors 
without any change in 
mechanism. 


Reed & Prince high standard for 
quality, accuracy and service. 





Write for detailed in- 
formation or ‘see 
Sweet’s Architectural 
Catalog. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, II. 
New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 
" 


TAS \ 


REED & PRINCE MFC.co, | Puilders’ Hardware 


Floor Checks, Single Acting Concealed Transom Operators 
WORCESTER, MASS..U.S.A. | fefit.Rass sigh is 
9 ogWJeoemwe * Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 
WESTERN BRANCH arCHICAGO- 12] NORTH JEFFERSON ST. 
STEARNS TE eID sre 
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TRADE MARK REG.U.S. PAT. OFF. 


Sun-Red Edge is the only 
Trade-marked, self- 
measured Screen Cloth on 
the market. 


| Stas You Should Carry 
SUN-REDEDCE 


It comes in one-piece rolls of 100 feet; no waste in cutting. 
The Sun-Red Edge identifies high quality and also prevents 
rust under nailing strips. Sun-Red Edge AluminA lasts twice 
as long as ordinary galvanized screen cloth. Complete line 
—Painted Black, Copper-Bronze. Write for details. 


REYNOLDS WIRE CO., DIXON, ILL. 














HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many 
first-class lawn mowers they sell fail to give 
good satisfaction simply because of improper 
sharpening. These dealers, by installing an 
IDEAL LAWN MOWER SHARPENER and 
sharpening the mowers themselves, render a 
much wanted service to their customers and 
make liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate the 
IDEAL. Slip the mower 
into the IDEAL without 
dismantling, make a few 
simple adjustments and 
in 15 minutes the mower 
is perfectly sharpened— 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 


The IDEAL SHARP- 
ENER requires little 
space, ates from a 
light socket, and its first 
cost is extremely low. 






Write for prices and 
full information. 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 


PLYMOUTH 





Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

ail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. ; 
Paint, Oil and Varnish Distributors. 
Radio Apparatus and Parts jobbers. 
Plumbers and Tinners pugetiee Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen's calls. Every manufacturer's sales 
manager should have one on his desk, and every salesman 
profitably carry a copy in his grip. Since the previous issue was 
published there have been more than 10,000 additions and cor- 
rections, and these all appear in the current edition. 


Hardware Wholesalers and Manufacturers’ Agents find Verified List 
of great value in “‘checking’’ thete prospect recorde. 


It really is 16 directories in one. 
Published annually, $15.00 postpaid 





ADDRESSING, MULTIGRAPHING, ETC. We have facili- 
ties for addressing envelopes, cards and broadsides from 
your list; and for multigraphing and filling-in form 

Prices quoted upon application. 














PRODUCTS 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











Paint, 

Like 
Advertising, 
Works 
Wonders 


medium. 


ware Age. 


MILLION dollars a letter is the value placed on a slogan 
used to advertise Paint and Varnish. 

What made the “Save the Surface” slogan so popular— 
good advertising and the thought it contained: To save 
property as well as improve its appearance. 

Now Paint, like advertising, can be made to work wonders. 

But don’t expect dealers to spread your paint story and 
consumers to spread your paint unless you mix your paint 
message with good advertising and spread it in the right 


That medium is the “Monthly Paint Section” of Hard- 
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“Gasoline Alleys’? Need 
ALLITH-PROUTY 


Along every “gasoline alley” 

garage doors that balk like a mule, 
stick like a leech, or fly off the run- 
way like an airplane. Every owner 
of such doors would be glad to 
know about Allith-Prouty Hard- 


ware. 


Just slip the unfortunate owner a 
word to the wise—just show him 
how his old doors can be equipped 
with trouble-free A-P Folding-Slid- 
ing or Round-a-Corner ome 
Door Hardware. 


We will gladly send you Allith’s 
new catalog, No. 97, which will 
give you and your prospects full 
information on this fastest selling 
line of garage door hardware. 


Allith 


ALLITH-PROUTY COMPANY 
Danville, Illinois 
Manufacturers of 

we tag be eg Overhead Carriers 


Door Han 
Rolling Ladders Malleable ce ron Washers 
Spring Hinges oa Seat Brackets 
Airport Door Hardware dustrial Door Hardware 
Certified Malleable't Iron Castings 


is| Seller ! 





Here’s a 


Beautiful 





Consider It Now 
for This Season 








No. 35 Chair of Our 


Peerless Folding Furniture 


Now it’s Folding Furniture time—for camp, gar- 
den, lawn, country club, motor boat, front porch, 
sun parlor, etc. Consider the PEERLESS line— 
that is—peerless. It comprises cots, tables, stools, 
and chairs of almost “57 varieties.” 

Particularly consider No. 35 Chair—as illustrated, with 
or without fringe. MOST serviceable! Selected hard- 
wood frame, varnished in natural finish, also lacquered 
in Chinese Red, French Blue, Jade Green and Orange. 
All colored chairs trimmed with black in new mod- 
ernistic fashion. With canvas color, olive drab or striped 
patterns—blue and gray, green and gray, red and gray, 
orange and green, orange and black. Can be folded in 
two ways. Shipping weight, 1342 lbs. each. Packed in 
cardboard cartons. They sell on sight. Have a variety 
on display. Let us send samples or assortment. 


Another Jim-Dandy! 
Another choice seller is our No. 11 Peerless Reclining 
Chair. Adjustable to four positions. Folds flat. With 
footrest and arms, with arms but not footrest, and with- 
out either. Fancy stripe cover. You can sell ’em in 


droves this summer! 
Manufacturers of that famous TUCKER "WAY all wood Fold- 
ing Chair. Warehouses in principal cities. Write us. 


Send for Sample Chair—Prices, Etc. 


Let us send sample of either or both chairs described, 
also catalog and price,lists. No free sample. May be 
returned after inspection or kept as part of order. This 
is a real line. It is not only easy to sell but stays sold. 


Ascertain! 


Tucker Duck & Rubber Co. 


MANUFACTURERS 
Fort Smith, Arkansas 





: Send this for ‘ 
: Sample Chair ' 


' Catalog and Prices 
: No free samples 





TUCKER DUCK & 
RUBBER CO. 


' Fort Smith, Arkansas 
| Send No. 35 Peerless : 
(also No. 11) 
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ipo 


ae Window Menafesterers of ae. Window 


rv Hardware Since 1876” 
"Vindew and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 








Springheld Massachusetts 








The Best Known Line of Fire 
Equipment in the World 


PYRENE MFG. 


COMPANY 
NEWARK, NEW JERSEY 
Branches: Atlanta Chicago 
Kansas City San Francisco 
Makers of Fire Equipment 

since 1907 
and Pyrene Tire Chains 


First over 
the eounter 


Starrett 
Combination 
Square 


every time?! = »o.9 


2552 





Sseseseeceeses Seseeeteeeeeeeeese eases teres 





» 
SSeS SSS SSeeseseseeeeeeseseeseseestesses 


They set up a howl for the 


Wolves of Lenox! 
Skilled | mechanics the country over—men ff 
whe ‘oud 


or of the they do— 
quickly sense the 7 in these 
-strong, long-lasting 1 


Attractively 2 He advertised— 
fet us start te sel halen te ae = Lenex 
Wolves in your territery for 


“Fhe Tools in the Pit Bowr 


AMERICAN SAW & MANUFACTURING COMPANY 

















Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Lasther Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


The above tools will please your customers, as well as our 
famous Round and Oval ches. 


Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 


We stand back of every tool we make. Try us. 


Write a Catalog. 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 





ESTABLISHED 1826 














MASTER PLIERS 
Unbreakable— Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 








Investigate the sales possibilities of 
Master Pliers. Order from your 
jobber. 














MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 




















look for the full nan 


Russell Jennings 


Auger Bits 


Russell Jennings Mfg. Co. 


Chester, Conn. 
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et et 
: Just Tacks and Small Nails T | 


After purchasing small items such 
as tacks and small nails, folks are 
inclined to forget where they got 


















Pyramid One 
Gross Box 






Here’s how, 





But the full weight, good quality 
4 — cis. always impresses 
em favorably. 
DeLuxe Quality 
And to help them remember where Costs More -- And Worth It! folks! 
they got 
YOU CAN SELL BOTTLE CAPS THAT 
SIMPLY WON’T STAY ON THE SHELF. 
But the caps must be clean and sanitary, 
and they must seal perfectly--otherwise 
Pt Sand ibc-tor your customers won’t come back. 
Tacks and Small Nails a sample pack- That’s why so many Hardware Dealers 


insist on selling Crown Cork and Seal 
caps. Leaders in each price class. 
‘‘“HOME USE”? BRAND--standard quality. 
“PYRAMID” BRAND--highest quality. 
Special proposition for Hardware Dealers 


CROWN CORK & SEAL COMPANY 
Baltimore, Md. 
World’s largest Bottle Cap Makers 


age of either 
brand to cover 


we print this reminder on every mailing. 


package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 





*HOME USE” 
BRAND.-the STAND- 
ARD quality Bottle 
Cap--outsells any 
other brand on the Bottle Caps are a staple NOW 


; Lo ; 
market. New w in hardware stores. 
Prices. v ¥ 


"i The sale of bottle caps is grow- | 
ing. Millions of packages are 
sold every year. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


pt 


= Announcmg SHOW-MORE 
Something new in 


Poultry Netting 


== 5S FS SS 






































The new display cabinet by 
Heller which received such 
i diat at the 





Hardware Conventions. 


“Show-More”—the greatest 
advance in hardware retail- 
ing methods in a decade— 


The problem of effectually trade-marking poultry 
netting is as long standing as the product itself. 
Once erected, netting usually loses its identity ex- 
cept to the experienced eye. The good and bad 
qualities of course can always be recognized, but 
the name of the brand is forgotten. 


Superior Brand Netting is now identified by a pic- 
torial label—an innovation in trade-marking a prod- 
uct. It is produced in nine colors on durable cards, 
one of which will be inserted in every roll of poultry 
netting. 


As a trade-marking proposition this product is of 
unusual interest, because it provides a means of 
displaying the trade mark indoors while the prod- 
uct itself is resisting the elements year after year 
outdoors. 


G. F. Wright Steel & Wire 


the most scientific and prac- 
tical equipment ever devised 
for the Hardware Store. 
No wonder “Show-More” 
was the talk of the conven- 
tions. 


Equip your store with 
“Show-More.” Place high 
grade articles on the display 
doors; display low priced 
merchandise on the ledge. 
Customers that come to buy 
the cheaper grades are un- 
consciously attracted to the better 
items through direct comparison. Re- 
sult—larger sales! Greater profits! 
There is only one ‘‘Show-More.” No other equipment manufac- 
tured today can equal its irresistible sales appeal. ‘*Show-More” 


not only yl sells! Let us explain to you in detail how 
the “Show-More” works. Write now for full information. 


HELLER 


Business Building Store Equipment 











Company 


Tear out this Ad 68-A W. C. HELLER & CO. 


W. Write your name and address in the 

orcester, Mass. margin and send to Heller and we will 700 Bryant 8t., er, 0. 
furnish you with complete information York Office: 20 Vesey 8t., 
on ‘‘Show-More.’’ No obligation. Suite 5 





a 


3-28-29 Write name and address in margin below 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 








PAINE 


SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Cataloged and stocked by a 
majority of the Hardware, 
Electrical, and Plumbing 
Jobbers of the country. 

Samples and prices on re- 








BULL@ FROG 


Here is a low-priced Bull Frog Garden barrow for home and 
general use that offers a really amazing value at a price that 
makes for ready salability. Painted a flashy red, attractively 
stenciled, light, and surprisingly strong. Other Bull Frog bar- 
rows, carts, and scrapers for every garden, farm, mill, mine, 
contracting, and industrial use. Write for catalog. 


The Toledo 
Wheelbarrow Company 
Toledo, Ohio 


Branch Office and Warehouse 


CHICAGO 
69 E. Wacker Drive 








“WHEELBARROWS | 








Genuine 


quest. 

The Paine Company 75 seas st. nev Yen N.Y. 
Oswego 

Stellson 


' j | ae 


HESE wrenches are 
struction particularly at the 
bearing points between frame 

and jaws. Deep milled jaws give strong 
grip. Guaranty Tag attached to each 
wrench. 


The OSWEGO TOOL COMPANY, Oswego, N.Y- 











DUSTERS 
for AUTOS 


Ostrich Feathers 
Skunk-Hairs 
With Gum Handles 


Post and freight free 


WILLY EISENMENGER 
LUDWIGSBURG (GERMANY) 


Representatives wanted 

















MSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS~ COTTON TWINES 


Send for catalogue, samples and selling information 








Sales 
Accounts 
Wanted 


Are you desirous of 
securing good Sales Ac- 
counts to handle on a 
commission basis? 

If so, look over the 
advertisements in the 
“Classified Opportunities 
Section.” 


The place to 
find them is in 


Hardware Age 


239 W. 39th Se. 
New York City 
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Rebertson “Horseshoe Magnet” Hammer 


The best permanent magnet hammer on the market. 


4 PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THB HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 


Meme end design trade marks registered U. 8. Pat. Of. 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Boston, Mass. 
Sole Manufacturer 























OF 
CONSTRUCTION 


_ the new SNELL Construction Bit 


The Screw—Spur— 
Throat cut ge 
all the 

Snell features. 


Snell Bits stand the 
arid 


for builders, a oe 


contra’ . 
shipyard and rail- 
road workers. 


SNELL MANUFACTURING oo. FISKDALE, MASS. 
Sales Representative: = , ne *Co., 113 Chambers st., 


























Screw] acks 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton. Kenly & Co 
3 : have been famous 


Chicago. IIL,.U.S.A for Years 


er Jacks 


Pus} 


Sim plex Le« 
Pipe rors 


and Trench Braces 





c 7 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Warechouses—New York, Chicage, Philadelphia 
Western Factory—Dayton, Ohio 





ARMSTRONG BROS. 


Solid Pipe Dies 








These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 
manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process, 
Fit all standard stocks. 


{. Free Cutting Rake 3. Ample Chip Clear- 
2. Solid Support Be- 4 peiieved Cutters 
hind Cutter (Backed off) 

Write for Catalog P-10 
ARMSTRONG BROS. TOOL COMPANY 
“The Tool Holder People” 

314 N. Francisco Ave. 





4 





Chicago, U. S. A. 











STRATTON! 


GooD 


For ay 

Utensils, i- 

Ui te | WOOD 

EB ing, both 

caoing = | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co., Stratton, Maine 














ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
a ft 














PE Wane + e+ 
& SPARRE, INC. 
importers 
162 Chambers St. 
New York City 


el.: BARelay 0844 SF 





























RITE for Water 
System Catalog K 
which gives complete 
information on 
Deming Shallow and 
Deep Well Water 
Systems for practical- 
ly all requirements. 


THE DEMING CoO. 
Salem, Ohio :: Est. 1880 


DEMUNT 


PUMPS 


FIGURE 1062 


Deming Oil-Rite Deep Well 
Water Systems. Made in 6, 
10, 14 and 18" strokes. 
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A Steadily Increasing Market 
For Electrical Merchandise 


Never has the manufacturer needed such stable retail outlets as he 
does under contemporary conditions. His production capacity and 
his profits depend almost entirely upon his distributing ability. His 
success in marketing, in turn, requires inherent loyalty and progres- 
siveness in his retailers. . .. The selection of these retailers, and partic- 
ularly his contacts with them, are of paramount importance. ... In 
the retailing of electrical appliances and accessories, the Hardware 
Merchant offers the manufacturer dealer-outlets that are loyal, pro- 
gressive, and constant. Electrical appliances and accessories are in 
their very essence his merchandise. His store traffic includes all the 
most promising customers—and the aggregate sales of electrical 
items made through him each year can be appreciated when it is real- 
ized that in electrical appliances alone he does an annual business of 
$80,000,000 and his volume is increasing. . . . The Hardware Mer- 
chant is keenly interested in extending his electrical sales, and to 
satisfy his requirements HARDWARE AGE publishes in every fourth 
issue a special ELECTRICAL GOODS SECTION. For the busy mer- 
chant who has no time for specialized papers, this section keeps him 
in touch with market developments, and primarily the latest and 
most successful merchandising plans. . . . The bulk of the electrical 
sales are made by the 13,665 Major Hardware Dealers and almost 
without exception they are HARDWARE AGE subscribers, and they 
pay $3.00 per year for their subscriptions, because they find HARD- 
W ARE AGE of material assistance in the conduct of their business... . 
This means to the manufacturer of electrical merchandise that his 
contact with the dealers and jobbers he must reach in the hardware 
field is assured, and his sales message is certain to be read by them in 
the ELECTRICAL GOODS SECTION of HARDWARE AGE. 


Hardware Age 
Electrical Goods Section 


Published Every Fourth Week 





























€lectrical Goods] 


Sect ion of 


NARDWARE A© 
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Washington's Monument, 
Washington Park, Chicago 
by French 











HOOVER 


LEADERSHI 


has an unparalleled scientific back- 
ground; for example... 





The Hoover Company maintains a research 
and engineering staff of more than one 
hundred persons, constantly studying the 
problem of dirt in floor coverings and 
continually developing increasingly efficient 
methods for its removal. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners : The Hoover is also made in Canada, at Hamilton, Ontario 








ot 
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CLYDE JENNINGS, Editor 


MARCH 28, 1929 











Helping Dreams to Come True 


pictures the future: of husband and children. It 
and 


| pits woman enjoys day dreams in which she 


these dreams that make for the comfort 
greatness of the men and women of tomorrow. 
The woman dreams of the day when she can do more 
for her family; when she can find time to improve 
herself mentally and socially so that, despite home 
duties, she can help other members of the household; 
she believes, and rightly so, that home environment will 
have a tremondous influence on the success of those 
who meet the outside world. 
Successful selling of electric appliances is bringing 
to the woman an opportunity to 
make these dreams a reality. 


these conditions will be changed. Three cents an hour 
is the average cost of running a motor appliance. This 
appliance will relieve the housewife of this work at 
much less cost than that, if compared to the hour she 
did hand work. The appliance will do the work much 
more quickly and effectively. A motor never runs as 
long as the woman rubs a washboard or swings a broom. 

Picture to a woman prospect for a washing machine 
the opportunity of doing her washing in one-half, or 
less, of the time required for a washboard and of doing 
it better,a less steamy house and an opportunity to 
prepare a good meal for her family and have sufficient 
strength left after the day’s work 
to be helpful companion—even 





Washing, ironing, sweeping, 
cooking, care of children and 
similar duties keep this woman 
busy from early to late. On 
those days allotted to specially 
heavy duties she not only has no 
time to herself but is often so 
fatigued by evening that she is 
unable to enjoy the dinner she 
has prepared and to be company 
for her family. She sees her 
plans to be helpful and comfort- 
ing to her family drowned in 
soapsuds and smothered in dust. 

When this woman (and her 
family) realizes that she is wear- 
ing herself out working at a wage 





when there are overalls and 
smocks brought home by outside 
workers. 

There is always danger of 
overdrawing the picture. Tell 
the woman that while the appli- 
ance is tireless, it is not human. 
It leaves opportunity for her to 
use to advantage her skill and 
knowledge and it is in her power 
to do good or poor washing with 
a machine, just as she did with- 
out it. 

In this saving of time and en- 
ergy comes the opportunity of 
the woman to make true her day 
dreams; to do for her children 
as she wants to do for them. 





of less than three cents an hour, 


Electrical Goods Section 





























112 HARDWARE AGE for MARCH 28, 1929 





For More and Better Fan 


Intelligent salesmanship, properly applied, will sell many of the larger 
types where a few of the smaller are now being bought 


WO kinds of prospects for fan 

sales are to be found in every 

community. It is an excellent 
idea to list these people under respec- 
tive headings for two mailing lists 
and pound pretty hard on them dur- 
ing the early season. One list could 
be called: 

“Those who can afford to be com- 
fortable.” 

The second list we would call: 

“Those who cannot afford to be 
without fans.” 

Now let us consider the second 
class for a moment. Who are they? 
and why? 

First of all come employers 
of office help, especially where stand- 
ards of appearance are enforced. 
Certainly such employees cannot pos- 
sibly afford to be without fans. 
Workers lose their efficiency when 
they become uncomfortable. Stand- 
ards of appearance slip badly. One 
fan will materially aid several office 
workers, and there is no comparison 
between the cost of a fan and the 
wage paid workers. 

Next, consider restaurants and 
soft drink counters. Every practical 
manager of a store where drinks and 
food are sold knows well that in- 
creased receipts follow comfort for 
customers. The _ restaurant cus- 
tomer’s appetite quickly adjusts it- 
self to temperature and his personal 


comfort and an airy, cool dining 
room is eagerly sought for. 

We know of soda fountain and 
other drink counters that are pat- 
ronized almost as much for the pleas- 
ant surroundings as for the drinks 
sold. 

All stores will find that customer 
sales checks will average larger sums 
if they will make customers comfort- 
able. Fans make stores a “good 
place to shop.” Most shoppers enter 
stores during the summer days, hot, 
uncomfortable and generally low in 
spirits. If the merchant can make 
them comfortable, their spirits will 
quickly revive and it will not seem 
so much of a burden for them to 
leave their money in that store. In 
fact, we do not believe there is any 
store or establishment where people 
are employed, that can afford to be 
without fans. Certainly no store, 
asking people to be its guests, can 
afford to permit these guests to be 
uncomfortable. An observant sales- 
man can easily arrange a definite 
story for such an establishment. 

The best argument of all is for the 
fan merchant to make his store cool 
and comfortable with fans and call 
attention of shoppers to how he does 
it. 


Now for the other list: 
Those who can afford to be com- 
fortable. 





A manufacturer's suggestion for a window display of fans. Cool colors 
should be used for background and for attention stripes 


Selling these people is the real task 
—just why we do not know. Nearly 
every dealer has a different alibi for 
not selling more fans to the homes of 
his community. 

The real reasons as we see them, 
after many efforts to get the answer 
from merchants, are: 

Chiefly, the unselfishness of wo- 
men who buy for the homes. These 
women fear that if they buy a fan to 
keep the home comfortable, they 
would appear to be buying a rather 
expensive article chiefly for their 
own benefit, as they do most of the 
suffering from heat in the home. 

The second reason seems to be 
that the merchants do not show and 
use fans in their store early enough 
in the season. The time to sell fans 
is during the very first hot days of 
the season. Let these first hot spells 
pass without effort to sell fans and 
a large proportion of your opportu- 
nity has passed, just as truly as the 
opportunity to sell sleds or skates 
passes with the first snow or ice. 

Any sled manufacturer will tell 
you that the sales of sleds will be al- 
most double if there is a good snow 
before Christmas. 

We believe that if the hardware 
merchant is ready and that he turns 
on his fans during that first hot spell 
—the one that comes before it is ex- 
pected and lasts two, three or four 
days—he will increase his season’s 
business by one-third. When these 
hot days flash, people look forward 
to a long, hot summer and dread it. 
If you let them get through one or 
two of these hot spells, they conclude 
the summer is not all terribly hot 
weather, after all, and perhaps they 
will enjoy it, so they will get along 
without the fan. 

The present season appears to have 
brought into a better usefulness a 
fan idea that has been popular in 
theory but which has not, in the past, 
worked out mechanically—the win- 
dow ventilator fan. 

These fans are mounted in a sec- 
tion that fits into a window, either at 
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the top or bottom, and blow in or out. 
These fans are, of course, a modi- 
fication of the fans that have been 
used so effectively in factories. The 
mechanical task was to make them 
sightly, effective and convenient. 
For several fears they have been 
sold for kitchens, chiefly to fit in the 
place of one pane of glass or to be 
placed permanently at the top of the 
window. 

Mechanical progress moves fast 
these days and today a ventilator fan 
is offered that is mounted on a sight- 
ly section easily adjustable to the 
size of the windows. These fans are 
especially recommended for a per- 
manent place in kitchens, bathrooms 
and bedrooms. Even when the fan is 
not running there is a certain amount 
of ventilation resulting from its in- 
stallation. When the fan is turned 
on, the air in the room is quickly 
changed without having to throw 
the window open to the inclement 
weather or permitting the sun-heated 
air to rush in. ‘ 

These fans completely meet the ob- 
jection to the stand or ceiling fan so 
often put forth—that they create too 
much draft. Many people fear the 
effects of a fan draft and do not seem 
to know that a fan can be so handled 
that it will freshen the air in a room 
and add greatly to comfort without 
throwing a draft on any person. 

People who will not buy for fear 
of the draft and will not listen to 
suggestions as to the technic of 
using a fan face to the wall or direct- 
ing the draft out of the window, 
should be easy customers for the non- 
draft fans which are gaining so 
much popularity in banks, cashier 
offices and on executive desks where 
fresh air is wanted and needed, but 
no risk can be taken as to a draft 
blowing papers about. 

Few salespersons ever carry the 
sales talk for fans to the details that 
they use in the case of a washing ma- 
chine or a cleaner, yet the sale of a 
fan in a home is likely in time to 
equal the sale of either of the larger 
appliances, or both for that matter. 
We know of homes that have fan 
equipment that exceeds in value the 
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A window ventilator fan will keep the air in the home fresh and 
expel dust without creating a draft 


combined cost of a cleaner or a 
washer. 

We believe that an equal selling ef- 
fort put behind fans today will bring 
a total revenue equal to that of the 
larger appliances for the early sum- 
mer season. True, most of the fans 
sold today for home use range from 
$5 to $10. Most of such sales, we 
believe, should constitute a confes- 
sion of a lack of salesmanship. Just 
why any article that will give as 
much service, summer and winter, 
as fans should be sold in these lower 
priced types, is something of a mys- 
tery. 

Just why should a man spend $30 
for a fan for his office and $6 for one 
for his home? In the office, the fan 
is limited to eight or nine hours a 
day service. In the home, the fan is 
useful from the time the first person 
arises on a hot morning until the last 
member of the household retires at 
night. And on many nights there 
will be a scramble to get it for all- 
night use. 

The salesperson should talk to the 
housewife and mother about the 
great benefit of a fan in aiding chil- 
dren in restful naps during the day 
and for giving them comfortable 
sleep at night; how much time fans 
will save in drying home laundry; 
the greater comfort of dressing with 
a fan operating in the room; of the 


direct aid in preparing cold meals 
that are always popular in summer; 
the better appetites that go with 
more comfortable dining rooms; the 
possibilities of ventilating closets; 
of work done better and more quick- 
ly in comfortable kitchens and laun- 
dries. 

Fans to do all of these things must 
be large enough to make a real draft, 
oscillating, built for either table or 
bracket, have several speeds and be 
workmanlike in construction. A sin- 
gle-sale to a home is not by any 
means the limit. If only one fan can 
be sold on the initial effort, the sales- 
person is almost sure to find oppor- 
tunity to sell additional fans after 
one is used and appreciated. 

Then, too, are the ceiling fans. 
Restaurants and stores can use these 
and sometimes you find homes in 
which this type of fan is preferred, 


especially in kitchens and dining 
rooms. These sell for $40 and more 
and less. 


There are dozens and dozens of de- 
tailed sales reasons for fans but 
most of them resolve themselves 
into personal comfort, and many a 
person spends the price of several 
fans for cooling drinks in a vain 
search for the comfort that one fan 
will supply. 

Salesmanship is the great need of 
the fan business. 
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510, 000 Radio Sales in Town of 1000 


’. G. Arthur, suburban hardware merchant—gets trade from Buffalo and 
other nearby towns larger than his own 


sales character enable W. G. 

Arthur of Orchard Park, N. Y., 
to sell $10,000 worth of radio re- 
ceivers and accessories each year in 
a hamlet of 1000 people. His com- 
munity is made up largely of people 
employed in Buffalo, only seven miles 
distant. Fully half of his trade is 
with commuters or residents of 
Hamburg and East Aurora, towns of 
more than 5000. These people are, 
of course, in constant observation of 
radio specialty stores and the fact 
that they buy of Arthur is no mean 
tribute. 

The remainder of the trade is 
with farmers of the community. 

It is interesting to recall Arthur’s 
trade territory including East 
Aurora, the home of the late Elbert 
Hubbard, and that it was Hubbard 
who gave publicity to Ralph Waldo 
Emerson’s remark: “If you make a 
better mousetrap than any one else 
in the world, the world will beat a 
path to your door.” 

Arthur does not, of course, make 
radio receivers, neither does he seek 
to sell to the world. But in his gen- 
eral community he is bringing a con- 
siderable share of patronage to his 
door by a superior sales service. But 
Arthur has not accepted this saying 
literally; he has used every sort of 
advertising to tell the people about 
the products he sells and how he sells 
them. After adventures with news- 
papers, folders, hand bills and direct 
mail, he has settled upon the direct 
mail and circularizes a list of 1500 
every time he has something to say. 
During the busy season, one of the 
six windows of the store carried a 
radio display at all times. During 
the summer, radio is displayed about 
half of the time. 

Regarding this essential element 
of PERSONAL CONTACT Mr. 
Arthur says: 

“In the successful sales policies of 
any commodity or service which is 
highly personal in nature, it is axio- 
matic that personal contact plays a 
potent role. 


Press car contact and high 
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The type of window Mr. Arthur presents at the cross roads 


“When a person buys a radio they 
want to purchase it, and will buy it, 
from a man with whom they will be 
able to have easy personal contact 
long after the purchase. 

“When the matter of service and 
repairs comes up for attention, these 
people don’t want to have to go into 
Buffalo or to East Aurora or to Ham- 
burg. They want their radio re- 
paired or serviced right on the spot 
in their own community regardless 
of its size. / 

“Further, they want it serviced or 
repaired by the man who sold it to 
them. 

“Don’t forget the radio is a high- 
ly personal commodity, especially in 
the country and among the farmers 
where in all probability it supplies 
the major entertainment for the 
whole family.” 

Hand in hand with this essential 
element of personal contact comes the 
equally necessary ingredient of 
SALES CHARACTER. This trait 
Arthur possesses in rare degree. 
His reputation is for square dealing 
and for not quibbling over terms of 
repairs or service. 

Mr. Arthur has some strongly de- 
fined ideas as to the conduct of his 
radio business. He wants and gets 
high turnover. During the sales 


season from September to May, he 
keeps his stock at $2,000 or lower. 
During the summer months much 
lower. 

He stocks only two makes of radio, 
each priced around $375. He carries 
on his lower priced trade with the 
receivers turned in on sales. These 
trade-ins are carefully overhauled 
and sold for what they are worth 
after a demonstration. At present, 
he takes trades on about 75 per 
cent of the sales. 

As it is impossible for him to go 
out and see every prospect, he em- 
ploys an outside man on salary. He 
prefers the salary arrangement 
rather than commission as it is 
planned to close every sale in the 
store. He wants every customer to 
see his radio department and to get 
an idea of the line of accessories, his 
battery recharging plant and how 
batteries are cared for. The bat- 
tery recharging business runs about 
$1,700 a year gross. 

Also the salary eliminates all ques- 
tions as to who is entitled to com- 
missions. 

The outside salesman does prac- 
tically all of the outside service. He 
makes calls for three months free. 
He services at a fair price receivers 
bought from other firms. 
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With This New UNIVERSAL 
Electric Sad Iron 
Display Stand 






A Price 


For Every 


A Model 
For Every 


Purpose Purse 


Included FREE with the Purchase 
Of One or More No. 2050 Pkgs. 








{ INIVERSAL No. 2050 1 INIVERSAL Iron Package consists of - shane 
Electric Irons one each of the following: UNIVERSAL 
Known everywhere for No. E9092 “Super Automatic” List $7.75 [ron Display Stand 
their dependable service, No. E9191 — (with Toggle » ges Handsomely finished in 

. witc A 

hhuve lorig beens a No. E9070 “Standard” « 450 | Blue, Gold and Black 
with housewives. e No. E9907 “Tip-Up” «375 Enamel, makes a most 
models in No. 2050 As- No. E909 “Wrinkle Proof” ~ Se effective silent salesman. 
sortment are all popular, No. E9043 “Tip-Up Tourist Iron” 77 3a If given a good position 
taaalng men she vin B40 | tate oben he vo 
utely gu e ’ , ume o 

satisfaction, offering a Dealers Special Price Including Stand $20.50 Slaneiiahl” Yeae.-) Seles 
choice for every need, a CLIPS AND PRICE TAGS FURNISHED FREE witheus cata efféet ec 








WITH ASSORTMENT expense. 


price for every purse. 





This splendid group of UNIVERSAL Irons mounted on their New Display 
Stand form an attraction that will bring plenty of Sales Action their way. 


Order UNIVERSAL Assortment No. 2050 today from your jobber. 


Sell Them Coming and Going 
Landers, Frary & Clark . . . New Britain, Conn. 
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EDITORIAL PAGE 


Do Electrical Goods Belong? 


OMETIMES, but not as often as formerly, the 
~ question is raised as to whether electrical goods 

belong in the hardware store. Certainly our 
answer is yes and nowadays there is much less disposi- 
tion to dispute or argue this answer than two or three 
years ago. This topic is suggested by reading the 
letters in the “Clerks’ Contest” published in HARDWARE 
AGE to the time of this writing. The answer to the 
question asked above seems to be in these letters, for 
every writer makes casual reference to electrical goods 
of some sort. 

Study your sales literature at home where your 
attention is undivided, for the boss is not running 
a day school and your job is well worth these few 
minutes sacrifice—D. W. Hess. 





The First Prize Winner 


STIL MEEK, winner of the major prize, very 
BK casually brings washing machines as one of the 

articles to sell. Incidentally, he offers some good 
advice when he says: “I would not try to sell a dozen 
different makes of electric washer. I would sell one. 
I would know the ONE I was selling, and I’d tell the 
world about that washer, too, believe me.” 


I would encourage my clerks to buy merchandise 
at cost prices at the store, especially new goods. 
The clerk can sell an article much easier if he or 
his wife are using it and are acquainted with its 
merits—Harold Stevens. 





Second Prize Winner 


ECOND prize went to Harold Stevens. He brings 
“ radio into his letter just as though he expected 

every hardware dealer to sell it. His reference 
to this merchandise that some hardware merchants are 
wondering about is casual in the extreme. He says: 
“If I had a customer for radio or some article that I 
knew one of my fellow clerks was better posted on, I 
should not be too proud to turn that customer over 
to that clerk (with the consent of the customer.)” 
And that is excellent advice. 


Merchandise should be grouped according to 
class, smaller articles in the compartments of open 
top-display tables and larger items either sampled 
on open panels or displayed on tables—Arthur S. 
Evans. 





Third Prize Winner 


FTER telling of the prominent place in the display 
A accorded to electric appliances, Arthur S. Evans 
describes a special sale in this way: “We re- 

cently sold in one week 24 electric corn poppers, regular 


price $3.50 at a special price of $2.89 each. Our only 
advertising on this item was a small window display. 
The demand for these continues and we are going to 
run this special again next week.” 


The successful merchant stocks things in which 
the public is manifesting an interest—Estil Meek. 





Radio, of Course 


N a discussion as to methods of salesmanship needed 
I for the hardware store, D. W. Hess admits radio 

to those things well established. He writes: “As 
far as possible learn your customer’s hobby, for he 
has one. It may be poultry, radio, a nice garden or 
lawn, completely equipped auto and endless others, 
whatever it may be, don’t lose the opportunity to show 
him or her the latest article pertaining to the hobby.” 
In this store it is evident that radio has a substantial 
place. 





The unsuccessful merchant stocks merchandise 
that appeals to him and does not ascertain the buy- 
ing trend in that direction.—Estil Meek. 





The Woman’s View 


NNA HURTUCK, who has spent six of her 20 
A years in a hardware store, tells how the stock in. 
the store where she works is arranged. Electric 
washers are placed in the basement along with the 
chinaware. Then she ads: “Nails, screws, holts, screem 
wire, etc., should be grouped around the wrapping 
counter, and electric appliances, sporting goods, alarm 
clocks and cutlery should be in the front of your store.” 


Three facts to note: (1) All your stock should be 
visible; (2) all your stock should be out where it 
cay be handled; (3) all your stock should show 
plain price tickets.—Anna Hurtuck. 





From Small City Stores 


HESE comments illustrate how casual electricak 
goods have become to hardware stores and in the 
minds of the salespeople. These letters are not 
from persons employed in city stores but from that. 
great market in the smaller cities, such as Cloverdale, 
Ind., 700; Boulder, Colo., 11,000; Cazenovia, N. Y..,. 
1800; Johnstown, Pa., 68,000; Berwick, Pa., 12,000. 
The stores, however, cannot well be rated as small. 
Some of them go above the $50,000 annual volume class. 
Where sales people hold the idea expressed in these 
letters customers need not live next door to the store. 


Each of the writers suggests that each sales- 
person be given responsibility for one or more lines 
and he shall study these lines to become the store 
authority on them. Also that inquiring customers: 
be referred to this person. 
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The motoris the heart of the fan. The quiet 
Wagner Motor... product of specialists in 


®) 
Quiet Motors {) a.c.small motors ... correctly curved fan 


blades deliver a long strong beam of air. 


Adjustable speed, direction and oscillation. 
Sel] Il ans With half a chance these good looking 
Wagner Electric Fans will sell themselves. 


a 








Prompt delivery from branch stocks; advertising 
helps, tested window displays. Ask forthe Wagner Plan. 


Literature on Request 
WAGNER ELECTRIC CORPORATION 
6400 Plymouth Avenue, St. Louis, U.S.A. 


Wagner Sales Offices & Service Stations in 25 Principal Cities 


Products: FANS.... Desk, Wall and Ceiling 
TRANSFORMERS .. . Power, Distribution and Instrument 
MOTORS .. . Single-phase, Polyphase and Direct Current 
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Coordinating 
the Window 
and Counter 


Displays 


OWER prices of incandescent 
lamps meant one of two 
things: 

Accept the lower price situa- 
tion and lose revenue. 

Use the lower price as a basis 
of selling more lamps. 

Y. Ship of Andrews Hardware 
Co., Van Nuys, Cal., took the 
latter course and employed sim- 
ple but startling methods of 
seeking lamp customers. 

The upper picture is his win- 
dow display. The lower one his 
counter display. He did not 
want customers attracted by the 
bright necktie to find soiled or 
common looking underwear when 
they looked beneath the surface. 

Pastel shade crépe paper 
formed the background. Manu- 
facturer’s fixtures held the 
lamps. The new price announce- 
ment was in the star. Only 
colored lamps were used to light 
the display. Result was amaz- 
ing. 

The lamps in the lower dis- 
play, inside the store, were 
lighted all during business hours. 

Sales were: September, 
$48.81; October, $141.10; No- 
vember, $131.60. 

You'd be surprised at the num- 
ber buying colored lamps. 
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Some merchandise not only carries its own sales argument but makes the 
store more attractive and sells other wares. 


66 NE of my chief chores 
QO around this store,” said a 
hardware merchant who 
has prospered for 30 years at the 
same stand, “is to turn on lights. 
My boys” (he waved his hand toward 
a group of salesmen who had served 
him from 26 to 12 years each) “are 
of a very economical turn of mind. 
They have the ‘light bill’ complex. 
Our light bill astounds them and 
they take every opportunity to turn 
out lights and save money for me. 
“Only this morning I found all of 
the lights over the china tables dark 
and without saying anything I went 
back and turned them on. As I 
came back to the front of the store 
I heard a woman say: 

“‘That’s a beautiful pitcher back 
there; I would like to see that set.’ 
It is immaterial whether or not she 
made a purchase. I was called away 
then and do not know. But I do 
know this: she left with a better 
opinion of our china stock than she 
had when she came in and if she 
did not buy today, she will buy 
something in that department some- 
time. The light did it.” 

During the 30 years this merchant 
has been keeping store in this same 
building, many changes had been 
made, such as enlarging the sales- 
room, modernizing the equipment 
and the like. One recent change 
was new overhead lighting system. 
So far as the present writer could 
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judge, it was a good job. The light 
seemed to be uniform, there were 
few shadows and it was, when all 
lamps were on, the lightest store in 
the block. The windows were well 
lighted and remained on until traffic 
on the street thinned out. 


Electrical Goods Section 


The store had two entrances: one 
opened into the hardware depart- 
ment and the other into the house- 
wares department. Just inside the 
housewares entrance is a very attrac- 
tive gift department. On the right 
is a series of divided shelves for low 
priced gifts, grouped as to price. On 
the left of the person entering is a 
higher price gift exhibit on tables 
and shelves. 

As an added attraction to stop 
shoppers in front of the gift ex- 
hibits, this merchant buys attractive 
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lamps, lighted bowls, glass fruit and 
flower baskets and other light equip- 
ment that the people of his com- 
munity like to buy. These articles, 
of course, rate just ordinary in ap- 
pearance or perhaps below that when 
not lighted. 

This merchant believes that these 
light ornaments have a display value 
entirely out of proportion to the 
turnover on these particular items. 
His opinion is that the light orna- 
ment attracts many to stop and then 
they see the display of gifts. Next 
to the gift table are electric appli- 
ance tables and then comes tables of 
glassware and china. The sequence 
appears to be natural and has proved 
to be of real sales value in this store. 
Often the attention of the person 
entering to this connected display is 
gained by the light novelties, and yet 
this merchant has trouble” keeping 


the lamps under or in these orna- 
ments turned on. 

“It is not nearly as bad as former- 
ly,” said the dealer, “but I must 
keep continually selling the sales- 
people on the value of light. I point 
out to them just such cases as that 
of the woman who saw the pitcher. 
I have pointed out many instances 
where having the back table lighted 
has been the direct cause of good 
sales. The boys admit it but the 
psychology of saving on light bills is 
very strong and when I relax my 
attention, darkness comes.” 

Light ornaments have appealed 
strongly to gift shops, department 
stores and others where merchan- 
dise display is a major study. These 
merchants regard this class of mer- 
chandise very highly because it car- 
ries its own display facilities. There 
is little that can be said on a placard 
about an attractive, lighted lamp. 
Usually a small price tag is all that 
is needed for the lamp to sell itself. 

We know one hardware merchant 
who makes it a rule to have a suffi- 
cient stock of this class of merchan- 
dise to keep one in all dark, and some 
light spots in his large salesroom. 
He buys decorative table lamps 
(small ones) in three dozen lots with 
assorted shades. He also keeps night 
lamps, candles, light bowls and other 
novelties. He seldom buys dupli- 
cates, so he has an ever changing 
variety of light spots throughout his 





showroom. Quite often he arranges 
a special display of fine tools, small 
household articles, gift merchandise 
or other beautiful articles so that 
they will be spotlighted by these 
lamps. All sales are made from the 
lamp in display, never from stock. 
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“But the Ladies Seem to Like 
a Softer Light” 


GREE with him on having plenty of profit in these new type lamps. You'll sell 
light. Remember though, it is she your share of regular Nilco Lamps, for read- 


who bosses the decorating of the home. ing, bridge, kitchen and bath room. But 
don’t overlook these decorative lamps that 


ladies prefer. 














And she wants soft effects, the gentle glow 
that only Nilco Decorative Lamps provide. 







| For ving oe and bed — and nurser- Various colors and flame conformations— 
\ ies she “won't have it glarey. but the amber tones are taking the ladies 
) Please her—and remember there’s better by storm. 


Ask the Salesman 
Of Your Nilco Jobber—or 










NILCO LAMP WORKS, INC. 
S Emporium, Pennsylvania 






Nilco Lamp 
Works, Inc. 
Emporium, Pa. 
I'd like to get 
the rest of the 
story — prices and 
literature about 
Nilco Lamps. 


PS co digit cocci sda 
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Water Pumps for Farms 


EDITOR’S NOTE—This is the third of a series of instructive articles on Elec- 


tricity on the Farm by R. H. Rogers of the General Electric Co. 


These articles 


were originally prepared for broadcast talks over WGY and we are sure that they 
wil be of interest to those who are selling and will sell such equipment to farmers. 
We suggest making this page a part of your scrap book. 


of questions that have been sub- 

mitted by farmers, I find many 
relating to water pumping. Here is 
one: 

“Can I supply both my house and 
barn from one electric pump?” 

As such buildings are usually situ- 
ated, this can be done. A fairly con- 
stant pressure can be assured by the 
use of an open elevated tank or by a 
steel closed cylindrical air-pressure 
tank. The open tank is objectionable 
because of the labor and material 
required to safely support so heavy 
a load at a suitable elevation. Such 
a tank, and especially the connected 
piping, must be protected from se- 
vere cold. 

Pounds pressure is related to feet 
of elevation as 26 is to 60, in other 
words, a tank would have to be 60 
feet above an outlet to give 26 
pounds pressure at that point. The 
preferable mode is to use a closed 
steel tank installed in a cellar or 
stable. Such a tank needs no foun- 
dation other than ordinary blocking. 

The inlet and outlet are near the 
bottom; hence air is trapped above 
the water. The higher the water is 
pushed up in the tank, the higher is 
the air pressure and water pressure. 
Such a tank half full gives, roughly, 
15 pounds gauge pressure; two- 
thirds full, 30 pounds, and three- 
quarters full, 45 pounds. 

If the well is a shallow one, that 
is, with the water not more than 25 
feet below the pump, the pump can 
be installed in a nearby sheltered 
place such. as in a cellar, milk room 
or stable. The suction pipe in north- 
ern states must run well below the 
surface of the ground to the vertical 
pipe in the well. The vertical pipe 
extends to the top of the well, where 
it is capped, and the horizontal run 
is screwed into a tee further down. 
The pump motor will be started and 
stopped by a pressure switch set at, 
say, 25 and 35 pounds respectively. 

Such a system is automatic and 


| looking over a great many lists 


requires almost no attention at all. 

If an open elevated tank is used, 
the motor will be controlled by a float 
switch. This consists of a can which 
rides up and down along a rod as the 
water rises and falls. When the 
water is low, the can pulls the rod 
down and starts the motor. When 
the tank is full, the can pushes the 
rod up and stops the motor. The 
stops on the rod are adjustable to 
suit the water level range desired. 

With such a pressure system es- 
tablished it is only necessary to tap 
off from the supply pipe between the 
pumps and the tank for supply lines 
to the house and barn. If the pipes 
are out of doors in northern states, 
bury them at least four feet deep. 

Deep wells, of course, require the 
suction pump barrel to be down in 
the well in the water, or only a little 
above water. This necessitates lo- 
cating the motor and jack over the 
well. The above-ground equipment 
should be housed to keep snow, rain, 
sand and dirt out of the mechanism. 
The water line from the pumps can 
be run to the most desirable place 
for the water tank. 

Since cold water is heavier than 
warm water, the coldest and the 
freshest water is near the bottom of 
the tank, hence, having the service 
pipes connected at the bottom of the 
tank or, better yet, to the supply 


pipe, fresh cold water will always be 
used unless the water is completely 
drawn off. 

“What does it cost to pump water 
by electricity?” 

This question is on nearly every 
list that has been seen. The total 
head involved determines the cost. 
Head may be part suction, part ele- 
vation (or corresponding pressure 
above the pump) and part pipe fric- 
tion. However, a quarter-horse- 
power motor will pump 600 gallons 
per hour to a height of 35 feet or 
against a pressure of 15 pounds. 
Such a motor takes about a quarter 
of a kilowatt hour per hour, and at 
an eight-cent rate that would be two 
cents for pumping 600 gallons of 
water. 

For a given consumption of water 
every 24 hours, a small motor and 
pump would have to start oftener 
and run longer than would a large 
motor and pump. The small motor 
and pump would have a lower first 
cost and would pump at practically 
the same cost, gallon for gallon, as 
the large pump. The ideal size 
would be one that could keep up with 
the thaximum demand of the day, 
which would therefore require only 
a small tank and which would be 
pumping a large part of the time ex- 
cept at night. Careful planning will 
be well repaid. 





This air system is used to operate several units automatically—such 
as hard and soft water 
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Ampere—A measurement of the quantity or 
volume of electricity flowing through the 
wire. 

Appliance—A household device operated by 
gas or electricity. 

Bell Ringing Transformer—Device which per- 
mits operation of bells and buzzers from the 
electric light circuit. 

Boxes—Metal boxes back of the outlet. 

Capped—An outlet in the ceiling plastered 
over and ready for future use. 

Central Station—A large electrical generat- 
ing station. 

Consumption—The amount of electric current 
used. It is measured in kilowatts per hour. 

Convenience Outlet—See outlet. 

Cireuit—A conducting path, usually consist- 
ing of a metallic wire, along which an electric current 
flows from its source, the generating or manufacturing 
plant, through the wires, lamps and appliances. 

CLOSED CircuIT—One in which the path or series of 
wires carrying electricity is without a break. When 
an iron is plugged in, the circuit is closed. 

OPEN CircuIT—One where there is some break or a gap 
in the conductors or wires which interrupts the flow 
of electricity. When an iron is turned off the circuit 
is open. 

SHORT CircuIT—The result of current flowing through a 
point of contact made by two wires touching, instead of 
flowing through the conductors formed by the electric 
lamps or appliances in the circuit. 

Cluster plug—One which makes it possible to connect more 
than one appliance or lamp to an outlet. 

Current—Flow of electricity. 

ALTERNATING CURRENT—One that reverses periodically 
and rapidly in the direction of flow. 

DIRECT CURRENT—One in which the electricity flows con- 
tinuously in one direction. 





Good Words for an Electrical Conversation 


Motor—A device which transforms electrical 
energy into mechanical energy and used to 
operate appliances such as sewing ma- 
chines, vacuum cleaners, etc. 

Meter—A device which measures the amount 
of electricity passing through an electrical 
installation. 

Outlet-—A connection placed in the wall, 
ceiling or baseboard, where appliances or 
lamps can be connected direct to wires 
which make the circuit. 

CEILING OUTLET—Used for ceiling lighting 
fixtures. 

CONVENIENCE OUTLET (Duplex)—Used for 
lamps and appliances. 

FLoor OuTLET—Used for lamps and appli- 
ances. 

SPECIAL PuRPOSE OUTLET—Used for heavy 

duty appliances. 

WALL OuTLET—Used for wall brackets and appliances. 

Panel board—It is one that is used for mounting fuses or 
switches or instruments. 

Portable lamp—Any lamp which may be carried from 
place to place, as a floor lamp or table lamp. 

Plug—This is composed of two parts, the cap with two 
prong-like pieces of metal, and the base or screw-like 
attachment. It is used to be inserted into outlets. 

Power station—The place where current is generated and 
transmitted to other stations, which in turn transmit it 
to the consumers. 

Public utility—A company which serves the public by 
means of telephone, gas, electricity or transportation. 

Safety distribution panel—See panel board. 

Switch—The point at which contact can be made or broken, 
turning on or off the current. Switches are found in lamp 
sockets and in many appliances as well as in walls. 
AUTOMATIC SwitcH—Operates light automatically on 

opening and closing door. 

8-Way SwitcH—Permits con- 
trol of light or appliances 





Filament—Threadlike material 
supported within the electric 
bulb which gives off light when 
heated to incandescence. 


Fuse—A piece of soft metal 
which melts when the circuit is 
overloaded, acting as a safety 
guard to protect appliances. 


Fuse Box—A container which 
holds fuses and is designed for 
their protection. 


Generator—A machine by which 
mechanical energy is changed 
into electrical energy. 


Incandescent lamp—That which 
we ordinarily call a bulb. 


Indirect fixture—One which has 
one or more bow! shaped shades 
directing light to the ceiling 
where it is reflected down 


again. S?-3WAY SWITCH 


Kilowatt—The amount of en- ‘ 
ergy produced by 1000 watts. _ iden is 

Kilowatt hour—The amount of 
energy produced by 1000 watts 
over a period of one hour. 

Live Wires—Wires through 
which current is flowing. 





STANDARD SYMBOLS 


FOR 


WIRING PLANS 
-O--CEILING OUTLET SAFETY 
HO--WALL BRACKET 


6 DOUBLE CONVENIENCE OUTLET 
@--FLOOR OUTLET 


@- SPECIAL PURPOSE OUTLET 


S — LOCAL SWITCH 


5°-AUTOMATIC DOOR SWITCH 


5”-SWITCH AND PILOT 


from two places. 

4-Way SwitcH—Permits con- 
trol of light or appliances 
from three places. 

PusH Button SwitcH—The 
familiar type of switch, op- 
erated by pressing buttons. 

ENTRANCE SWITCH— 
Main switch provided by 
your electric company. 

SwitcH AND PiLoT—Combina- 
tion switch and _ indicator 
light which serve to show 
when current is being used. 

TUMBLER SwitcH—or Toggle 
Switch—Has a tiny handle 
to raise or lower to control 
the current. 


Volt—The unit of measurement of 
the force or pressure which drives 
the flow of electricity along the 
wires through the circuit. 


Watt—tThe unit by which energy 
or working power of electricity 
is measured. 


Watt hour—The amount of en- 


ergy consumed by one watt 
during one hour. 
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| L AN season will soon be here. If you have 

not already received the new Peerless catalog, 
write for it today. New refinements, new fans, 
new profit opportunities await you. Plan with 
Peerless for the biggest fan season in the history 
of your business. Write direct to factory. 


THE PEERLESS ELECTRIC CO., Warren, Ohio 








1929 WILL BE PEERLESS’ BQ) TH AND GREATEST YEAR 


Electrical Goods Section 
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New Things 


The live merchant owes it to his profit statement and to his 
customers to look well into quality and use of new appliances 


lanche of new washing machines 

made by old companies. Within 
the last few months we have de- 
scribed in the ELECTRICAL GoopDs 
Section a radically different perco- 
lator, a cleaner that has been turned 
upside down in design and for which 
definite advantages are promised. 
Some merchants have had a hand- 
some trade on a toaster that is differ- 
ent, and of new type of toilet 
appliances there seems to be 
no end. 

The up-to-date merchant 
owes it to his prospect for 
profits to look well into new 
things. He should know about 
them and without doubt he 
should add some of them to 
his stock—not all, mind you. 
It would not do any harm, 
however, to know about all of 
them. 

Successful electric appliance 
dealers should keep in mind 
that the whole appliance idea 
is new. Most of us can re- 
member when electric flat 
irons were a novelty and con- 
sidered dangerous by the 
larger part of the population. 

Who, today, would eliminate 
the electric iron from the 
everyday affairs, and how 
many merchants are today rather 
ashamed of the fact that they stood 
in the way of progress and comfort 
for women by neglecting for so long 
to sell these irons? 

We are not taking the position that 
everything that is new is better than 
the old—or that it should be accepted 
because it is new. Far from it. We 
merely want to suggest that you do 
not approach new things with the at- 
titude of that famous stand-patter 
who saw his first railroad train 
standing at a station. He looked it 
over, walking up and down the plat- 
form, and noted how much heavier 
it was than his wagon, the heaviest 
movable he knew about. 


A! UST now there is almost an ava- 


“Well, they’ll never start her,” he 
remarked. 

But the train did start and the 
stand-patter ran alongside for a time 
but was distanced. As he drew up 
out of breath, he exclaimed: 

“They’ll never be able to stop her!” 

There is going to be a considerable 
change in the appliance field over a 
period of years. That is only natu- 
ral. It is what is happening in other 





If a man objects to new things, perhaps he 
would like to go back to this 


and older lines of merchandise. 
Steady progress is being made by 
designers and production men in 
beauty and efficiency. No one will 
dispute that pots and pans are more 
beautiful merchandise today than 
they were a few years ago. Also 
that they are more efficient and that 
the new cleaning agents, the better 
combustion of gas and other new 
things have lessened cooking drudg- 
ery. Cooking by flame heat is one 
of the oldest of industries and there 
is_constant change—a constant flow 
of new things. 

So there will be in electric equip- 
ment. 

We are apt to speak regretfully of 


the good old days and yet not one of 
us would go back to the days without 
electricity. We are apt to refer to 
certain industries that we regard as 
standardized in terms of envy. An 
electrical manufacturer recently said 
he wished he was in the silverware 
business, where things just went on 
as they were. A few days later we 
came across this quotation from the 
executive of an old and enterprising 
silverware company: 

“The first important con- 
clusion which I have drawn is 
that, to be successful today, a 
silversmith must not only 
have textbook knowledge and 
designing experience in what 
are always spoken of as the 
‘Classics,’ but he must be in 
close touch with the latest 
styles and the newest ideas, 
with the architecture of the 
new buildings, interior deco- 
rations of the new hotels and 
with the trends in furniture 
and clothes. Styles of ster- 
ling ware must be modern in 
feeling, not modernistic, and 
the treatment of ornament 
must be done in the prevail- 
ing fashion.” 

So it seems that even with 
lines regarded as permanent 
as silverware there is con- 
stant change—new things. These 
new things are the life of your dis- 
play and a merchant should buy 
something new constantly for the 
sake of interesting people. This 
new item need not be costly nor im- 
portant, but it should be new. And 
it should be displayed so that its new- 
ness will attract. 

In connection with the centennial 
celebration of the George Worthing- 
ton Co. there was one item that is 
worthy of consideration. In 1902 this 
company stocked incandescent lamps 
and sold $2,000 worth of them that 
year. If you will recall the condi- 
tions of 1902 and electric lighting, 

(Continued on page 136) 
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_ Answering the Call 


of a Million Homes 


HE Frederick Washer, manufactured and guaranteed by Maytag, answers the call of a 
million homes for a Quality Washer at a moderate price. Here is a washer whose every 
part is machined with the accuracy and precision of the finest automobile. Take the 
Lecce" | Frederick apart, piece by piece, examine the quality of material and the workmanship— 
compare it with other washers you believe to be as good—then you will understand what we 
mean when we say that now, for the first time, a truly quality washer is available at a moderate price. 











Wash with the Frederick. Test its washing ability on hard-to-wash clothes. Test it along-side 
other washers. See how it washes a tubful in 2 to 7 minutes. See how gentle it is on the delicate 
garments. See how it eliminates all hand-rubbing. Note its smooth, quiet action due to the felt- 
cushioned motor. The absence of vibration and consequent freedom from wear will amaze you. 


Distinguishing Features of the Frederick 


Handsome in appearance; finished in gray lacquer. Improved wringer with advanced new features includ- 
ing safety-feed, self-adjusting drain-board; divided 


Round, copper tub with satin-smooth, nickel-plated : , Ps ‘ : 
semi-soft rolls; locks in 7 positions; is reversible. 


interior; easy on clothes and easy to keep clean. 

A compact washer (occupying floor space only 25 inches 
Neper tase) 

A well balanced washer, not top-heavy regardless of 
position of wringer. 


Sediment trap in bottom of tub keeps water clean for 
entire washing. 
Splash ring at top of tub keeps water from splashing out. 


Leg adjustment for uneven floors. 


Genuine gyrafoam water action created by agitation Mounted on easy-roll casters. 


from counter-sunk gyratator working in conjunction Practically every improvement which the housewife 
with scientifically arranged corrugations in walls could desire in a washer is found in the “Silent 
of tub. , Frederick.” 


~ 
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An Exceptional Opportunity 


Frederick sales will set a record in the field of moderate-priced 
washers. Dealers have never before been able to offer a washer 
of Frederick quality at a moderate price. The self-evident 
features of superiority, as well as the concealed elements of value, 
insure years of unlimited service and set this washer in a class 
by itself. 

It is a washer in which you can have the utmost confidence. 


It will merit your highest recommendations. You can offer it to 
eltiarethiceincase lm airemelicieteleititmiec tae lcoeelucem rly iam 


Dealerships are now being closed in important cities. Appli- 
cations for dealerships will be given consideration as received. 
We invite careful comparison of the Frederick with any other 


washer you believe to be a quality one. 


The Frederick Company 


ONE HUNDRED WEST MONROE BUILDING 
CHICAGO, ILLINOIS 


bd sf vW v v v Vv v y ww w Ww w Ww 








HARDWARE AGE for FEBRUARY 28, 1929 





This Display Sold Appliances 


We make the obvious suggestion that you place this page in your file 
for reference next holiday season 


ILFORD HOWE, who de- 
M signed and carried out this 
display, writes: 

“This photograph was made the 
first evening the display was in the 
window. We expected to have an- 
other and better photograph made 
later in the week but sales 
had made such inroads on 
the stock shown that the 
effect would have been 
entirely different from 
our original conception.” 

What better recommen- 
dation! 

Continuing Mr. Howe, 
who does display for his 
father’s store, Chas. P. 

Howe Hardware, Canton, 
N. Y., a town of 3000, 
says: 

“The very next day 
after the display was in 
we sold the urn set. We. 
had nothing to exactly re- 
place that, so we used an 
unusual percolator but 
these were soon sold. Also 
our stock of toasters (we 
had four patterns) was 
broken into and we could 
not replace them as to 
style on short notice. 

“Also we have in the window, as 
can be noticed, a number of flash- 
lights. Some of these are of quite 
unusual patterns and our stock of 
these were soon broken. 
necessary to restock on these during 
the Christmas season but we could 
not get the variety for a good dis- 
play. 

“We had not gone very heavy 
for appliances because the local light 
company is too much inclined to cut 
prices. They are, of course, selling 
appliances merely to sell current and 
they think the way to sell appliances 
is to sell them as cheaply as possible. 
For instance, they were selling 
Christmas light sets that we had 
marked $1.75 for $139, which is 
about 10 cents more than wholesale 
cost. 


Electrical Goods Section 


It was- 


“In the main, we are avoiding this 
issue by stocking different makes, 
when possible selecting a line they 
cannot get. We find that in this way 
we can sell a considerable volume of 
appliances. Our sales during the 
Christmas season has encouraged us 


to enlarge our stock of appliances 
and we can sell some goods at a fair 
price despite the cuts mentioned. 


“The extending of the high lines . 


into the farm district is giving us a 
distinct advantage in electrical goods 
sales, as the farmer is primarily a 
hardware store customer. As the 
number of farm customers for cur- 
rent increases, we are adding to our 
stocks of wiring supplies. I note 
that appliances at $4 or under are 
best sellers but the higher priced 
appliances are. gaining steadily. 
Articles over $8 are slow movers 
with us except on special occasions. 
The winter is our best season, but 
summer gift business is not to be 
sneezed at.” 

Mr. Howe describes in detail the 
construction of the window: 


“The background is medium blue 
crépe paper, stretched. The 8-sided 
spot is canary yellow, placed just 
above the center, with a_ red 
poinsettia at each corner. The dis- 
play steps are covered with red and 
green holly paper, radiating from 

the top step. At each 
shelf corner is a_ tinsel 
fox tail and on the back- 
ground is a tinsel cord. 
“The candle is a 4-inch 
cardboard core of a roll 
of linoleum rug, lacquered 
holly green. The flame is 
an incandescent lamp, 
covered with red crépe 
paper. The guttering wax 
is plaster of paris left 
white. The candle stick 
is a tin pudding pan with 
specially made tin handle, 
filled with plaster of paris 
to hold the candle and all 
fastened on a circular 
board to avert tipping. 
The candle stick is lac- 
quered delft blue. The 
flame comes just above 
center of big spot. Tin- 
sel marked the top of 
the window and this is 
formed into wreaths at 
intervals. A fuzzy red cord was 
draped next the window but not so 
conspicuously as to detract attention 
from the merchandise. 

“Color descriptions never sound 
like they look. Some sound better 
and some worse. This one attracted 
much favorable comment, no criti- 
cisms as to color scheme and was the 
best selling display we ever had. We 
grouped the reserve stock of this 
merchandise near a specially con- 
structed gift counter and people who 
came in to see the electrical mer- 
chandise were attracted by the other 
stock and that added to the volume 
due to the window.” 

So we suggest that you keep this 
page as a suggestion for next sea- 
son’s display. It is easily made and 
is effective. 
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Choosing an Iron to Make Happy 


Customers 


These suggestions were drafted for helping women to make a selection and should 
be good points to aid dealers in making selections. 


HE electric iron is the most 
| widely used of all domestic 
electric appliances. This is 
easily understandable, because the 
electric iron’s advantages over the 
old cost is small. There are, how- 
ever, irons and irons, and some irons 
are much better than others. 

In buying an electric iron you 
should consider the balance of the 
iron—that is, make sure it handles 
easily and the weight is perfectly 
distributed so that the least possible 
effort is required to manipulate it. 

You should examine the ironing 
surface, remembering that the 
larger the ironing surface (within 
reason, of course) the more efficient 
will be the iron, because a larger 
portion of the garment will be cov- 
ered with each stroke. Consider the 
weight of the iron, for a perfectly 
balanced, heavy iron will do better 
work with less effort than a light- 
weight iron. 

The iron should have a polished 
surface, beveled edges and a tapered 
point which will get under buttons 
and into frills. There is a new 
chromium plated iron on the market, 
the surface of which is so amazingly 
frictionless that it is practically ef- 
fortless to push it. In addition to 





being easier to work with, its finish 
will never lose its beautiful new- 
ness, never tarnish or discolor. 

Be sure the handle is so designed 
that it is comfortable to hold and 
will not cramp your hand. 

All these things you can deter- 
mine from looking at and handling an 


By MRS. PHYLLIS K. DUNNING 


Home Economics Department, The 
Society for Electrical Development, 
Inc. 





iron. What you cannot determine 
for yourself is that the iron has a 
durable, well-made heating element, 
that the heat will be evenly distri- 
buted, and that the handle is thor- 
oughly insulated so that it will not 
become heated. 

All of these points you will dis- 
cover very rapidly once you have 











begun to use the iron—but it will 


be too late then. To make sure of 
them before purchase, select an iron 
of reliable manufacture, and then 
you can depend upon the iron’s 
“innards” being properly con- 
structed. 

Some irons rest on stands, others 
tip back on their own heel-like rest 
when not in use. Determine which is 
most natural and convenient for you. 

Recently there have been devel- 
oped a number of automatic irons, 
irons having some form or other of 
heat control. In some of these irons 
the temperature is controlled by a 
switch, which can be set so that the 
iron will attain a certain desired 
temperature and maintain it steadily 
until the switch is reset or the iron- 
ing finished. 

Others have a device which turns 
the current off when the iron has 
cooled slightly. Still others have a 
switch which goes off when the iron 
has reached the maximum safe tem- 
perature, and the current is turned 


on again by the operator when the 
iron has cooled down a bit. 

With these temperature-controlled 
irons it is practically impossible to 
burn out the element or to cause a 
fire. Even should you go away and 
forget one it will not overheat or 
damage itself, and the worst that 
can happen is to waste a little elec- 
tricity. 

The cord with its attached heater 
connector and plug is a most im- 
portant part of the electric iron. 
The contact pins on the iron over 
which the heater connector slips 
should be sturdy and equipped with 
a snug fitting band to hold the con- 
nector firmly in place. 

The cord should be amply long 
and sturdy. If the iron chosen is 
not of the automatic variety it is a 
good plan to have a switch in the 
heater connector or in the cord so 
that the current may be turned on 
and off without disconnecting the 
plug or the connector. 

If the cord set of your iron does 
not have one of these switches they 
may be easily placed on it. This 
switch will not only prolong the life 
of the cord set, but will also save 
current, as there will be no tempta- 
tion to iron along after the iron 
gets too hot rather than submit to 
the delay incident to pulling the 


plug. By forming the habit of 
switching the current off and iron- 
ing by stored heat you will avoid 
scorches and have better ironing re- 
sults as well as save current. 
In attaching and disconnecting 
(Continued on page 138) 
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HAMILTON BEACH MFG. CO., 
C-9053 H. B. Bldg., Racine, Wis. 


Without obligation, please send details of your 1929 plan to 
help increase my cleaner sales. 


Our Jobber Is 
O We now sell Hamilton Beach Cleaner. 
O Send discounts and nearest distributor’s name. 


Now 


women will buy clean- 
ers at your store like 
any other merchan- 


dise. 


Consumer Price 


Now $39.50 


(Denver and West $41) 


This demonstrating display 
increases cleaner sales 


Now the vacuum cleaner is a store item—and can be made 
a fast turnover item which will increase hardware store sales 
and profits. The Hamilton Beach is already a big seller, first 
because of its unsurpassed quality at a rock bottom price, and 
secondly, because it has been backed for ten years by national 


advertising. 
Our 1929 Dealer Plan 


We have developed a demonstrating display, requiring only 
51% square feet floor space, which we believe will more than 
double our dealers’ cleaner sales. 

It attracts women—makes it easy for customers to try the 
cleaner—increases number of clerk demonstrations and saves 
time of customers and clerks. It is attractive and marks the 
store as vacuum cleaner headquarters. Hundreds of dealers 
now using this display are noticing increased sales. 


In addition, we will follow up prospects of those dealers 
using the demonstrating display by direct mailings at absolutely 
no cost to dealer. We will help these dealers advertise over 
their name in their local newspaper and furnish mats of ads or 
illustrations. Send for our “Selling Helps’ book. 


Low Price Thru Jobbers 


The price reduction from $62.50 to $39.50 (Denver and 
West $41.00) has opened a wonderful, new market. With 
this cleaner, at this price, you can positively match any value 
offered by chain stores. Distributed the most economical way 
—thru jobbers. 

Millions of dollars have been spent educating women to the 
advantages of a motor-driven beating brush. At this popular 
price—thousands are buying to replace old cleaners. Mail the 
above coupon NOW. 


amilton Beach 


Subsidiary of Scovill Mfg. Co.,—a 127 year old $33,000,000.00 concern 
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New Goods to Sell 


Drink Mixers in Colors 


Drink mixers 
are company ap- 
ag eee — that 
, they are used 
frequently when 
there are visit- 
ors, hence they 
should be es- 
pecially present- 
able. at is 
the reason for 
making this line 
in colors — to 
match the new 
kitchen and 
breakfast set 
decoration 
schemes. The 
well-known 
Hamilton Beach 
efficiency is in them. They are snow 
white, jade green, ivory, and jet black. 
Metal parts chromium plated—nen- 
tarnishable. Hamilton Beach Mfg. Co., 
Racine, Wis. 


Low Priced Novelty Lamp 





This novelty lamp can be sold at low 
price. It is made of metal strips and 
with small shade is suitable for radio, 
book case or desk lamp. Turned up- 
right, with larger shade, is table lamp. 
Shade can be inverted for ceiling light- 
ing. uipped with washable shades. 
Patent = Shade Co., 1361 Frank- 
ford Ave., Philadelphia, Pa. 


Electric Pancake Grill 


It is said that a lot of people have 
been waitin 


appliance. Here it is to retail at $3.75. 


for an electric pancake 


Easy to understand and operate. Bril- 
liant nickel finish, O. S. Keene Ma- 
chine Co., Anderson, Ind. 


Adjustable Heighth Household 
Washer 


Here is a new idea in a washer. It 
stands 30 in. high for use and 24 in. 
high to tuck away under table. It has 
full size,-18 in., tub and the well-known 
Altorfer washing mechanism. The 


yey rt 


aluminum inclosed soft roll dryer folds 
down or can be removed. It is called 
“The Apartment,” and is planned for 
the smaller kitchens of today and is so 
handy it will save mid-week trips to 
cam Retails at $79.50. Altorfer 
Bros. Co., Peoria, IIl. 


Waffles and Coffee 


This percolator has provision for 
toaster or waffle iron in the base, so 
you can make complete breakfast of 


your choice at table. Called Perco-O- 
Toaster. aioreing, a and Mfg. 
Corp., Huntington, W. Va. 


Eureka Cleaner for Dealer 


Market 


Eureka —* 
companion u- 
reka Standard 
Model 11, is an- 
nounced for deal- 
er distribution. It 
is of lighter type 
than the Standard 
Model 11 and has 
detachable handle 
which will make 
it available for 
use in autos, 
closets, stairways 
and the like, Eu- 
reka 


In kerosene days it was pepulae to 
have light all night. Here is an elec- 
tric re for the same purpose. It is 
called Midgy. It is less than 6 in. high, 
uses practically no current, can be at- 
tached to any circuit, re 5 ge appre- 
ciable amount of light and is ornamen- 
tal. We predict many will be used as 
light ornaments in dark corners of 
rooms. Quite attractive and made of 
bakelite. Midgy Lamp Co., 1221 Arch 
Street, Philadelphia, Pa. 


New Flush Receptacles 


The two flush receptacles shown here 
are bakelite construction. Slots for tan- 
dem and parallel bladed caps and wires 
attach to sides, affording easy - 
tion after mounted in outlet =, 
eee Machine & Tool Co., Newark, 
N. J. 








HARDWARE AGE for MARCH 28, 1929 








Veterans 
“on the job” 


ONG years of service—de- 
pendability: these are two 
of your strongest selling points 
on Robbins & Myers Fans. 
Ten, twelve years old, they 
continue to deliver fresh, cool 
breezes at the click of the 
switch—noiselessly. 


This veteran performance 
makes R«M owners enthusi- 
astic boosters. It creates price- 
less word-of-mouth advertising. 
It explains why customers de- 
mand ‘“‘the fan with the flag.” 


It protects your profits, too. 
No service needed afterwards 
because Re M Fans are the 
finished product of 31 years’ 
precision manufacture. Neg- 
lect-proof, needing lubrication 
only once a year or so. 


The breezy new R«eM na- 
tional advertising will blow 
business your way. Be pre- 
pared. Orders placed now will 
receive priority. 


Robbins & Myers, Inc. 
Springfield, O. ; Brantford, Ont. 


Robbins & Myers 


Fans and Motors 
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Picking the Live Ones from 
the Dead Ones 


Being a discussion of why some people buy electric appliances and why 
some do not and never will buy them 


Goods Section we told of the au- 

tomobile salesman who explained 
his success in selling with the cryptic 
comment: 

“T guess its because I am able to 
pick the LIVE ones from the DEAD 
ones.” 

We talked to this man about pros- 
pects many times. Once we saw him 
turn disgustedly from a couple in 
the salesroom and leave them. He 
let them wander out as best they 
might. We asked why he did this 
unsalesmanlike thing. He was al- 
ready studying his prospect list, ap- 
parently trying to forget the recent 
unpleasant experience. It was diffi- 
cult to get his attention but finally 
he snapped out: 

“She’s got all the PRIDE. He’s 
got all the MONEY and he don’t give 
a damn for her. No LOVE, not even 
RESPECT.” 

Now to apply this reasoning to ap- 
pliances. This successful salesman, 
in his informal statement of reasons 
for buying put PRIDE first, 
MONEY second and LOVE or RE- 
SPECT third. ECONOMICS did not 
figure in his presentation because he 
knew that many lower priced cars 
had the economic advantage of his 
$6,000 car. The appliances sales- 
man has the advantage of ECONOM- 
ICS on his side, for appliances do 
not have the price range of motor 


[: a recent issue of the Electrical 





SPENDING 
By Edgar A. Guest 


Spend for pleasure, and you'll find, 
All your fortune stays behind. 
Spend for trinkets, new and gay, 
Soon their worth will fade away. 
Spend to suit some passing whim, 
And your purse will soon be slim. 
Spend for land, and soon you’!l learn 
All that money will return. 

Spend for things which reimburse 
Later on your empty purse. 

For some worthwhile thing to get 
Spend your cash and go in debt. 
Not in spending failures lie, 
Trouble comes from what you buy. 
Debts are only bad when they 
Rise from money thrown away. 
Foolish spending misery brings, 
Wise men spend for solid things. 


cars. At least cleaners, washing 
machines, ironing machines and re- 
frigerators have not and it is these 
we are discussing. 

Why do men and women buy ap- 
pliances? Take washing machines 
for the illustration. Where do 
PRIDE and LOVE come in? We 
will review specific instances: 

One woman bought a washing ma- 
chine because she wanted to see her 
three children go to school day after 
day in clean, freshly laundered cloth- 
ing. PRIDE. 

Another woman bought a machine 
so her husband (a mechanic) could 
go to to the shop in well laundered 
overalls. PRIDE. 

A man bought a machine and took 
it home unannounced because a dem- 


onstration he happened to see con- 
vinced him that it would lessen his 
wife’s drudgery. LOVE. 

A man and wife bought a machine 
so the wife could have more time 
with a crippled child and husband. 
She did the laundry work in the eve- 
nings. LOVE. 

A man has bought all of these 
major appliances when convinced 
they were staples in order to lighten 
the home drudgery and give his wife 
more time with the children and him- 
self. LOVE. 

In all of these instances the 
economic factor enters. It is be- 
yond the means of these purchasers 
to buy in the labor market the ser- 
vice they want. 

In many cases washing machines 
are sold to women who refuse to 
send clothes to laundries. A curious 
combination of PRIDE and LOVE. 

The strictly economic feature en- 
ters when the washings are too heavy 
for tub and board work and the fam- 
ily cannot afford to employ a laun- 
dress. MONEY. 

One woman bought both washer 
and ironer to cut down employment 
time of laundress. MONEY. 

The MONEY factor enters again 
where people have sufficient means 
to buy or hire and they prefer to buy. 

Any hardware merchant who plans 
to go out and calls on his friends, 
neighbors and fellow townsmen to 
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tell them how well he can serve their 
needs for modern merchandise (as 
every merchant should do these days, 
either in person or by good proxy) 
should make, mentally or in writing, 
a list of these sales appeals and run 
through the list of reasons for buy- 
ing with each person he approaches. 
If the prospect fails to show interest 
in any of them, that prospect is a 
DEAD one. 

Other DEAD ones are: 

The man who does not LOVE his 
wife or children and does not RE- 
SPECT his home. 

The woman who has no PRIDE of 
appearance for herself or her family 
or LOVE enough for them to want 
to live for their sake. 

The man who thinks his wife is 
“no better than my grandmother” 
who lived before these things were 
possible and before social require- 
ments had added much labor to 
housekeeping. 

The woman who says “what was 
good enough for mother ought to be 
good enough for me.” 

Those men and women who place 
MONEY before life and happiness. 

Those people who think success 
can be complete without LOVE and 
PRIDE in the home. 

No analysis of buying motives 
can, of course, be complete. These 
are merely suggestions at best. But 
they illustrate the points on which 
a successful salesman tests his pros- 
pects to discover whether they are 
LIVE or DEAD. 


Electrical Goods Section 


MONEY as a reason for buying 
or not buying is the least important 
of all. The MONEY status of the 
prospect is likely to change without 
notice, or perhaps it can be changed. 
But LOVE and PRIDE are fairly 
fixed qualities of the individual. 
They change, yes, but slowly and in- 
frequently. 

Here is a way one merchant han- 
dled a MONEY problem. 

A woman came to this merchant 
and told a story something like this: 

“Mr. True, you know my hus- 
band’s earnings are small since his 
accident and there is little hope for 
improvement. You know I have a 
large family and it requires great 
effort to keep them clean and to take 
care of the house. I have an op- 
portunity to do another washing, but 
have not the time. I believe if I 
had a washing machine I could do 
this other washing with less effort 
than is now required for my own 
laundry work. I wonder if you could 
sell me a machine and pay for it as 
I earn the price. I have no money 
now. If I had a machine, someday, 
when it is paid for, I will not have 
to work so hard.” 

“T will sell you this machine,” the 
merchant told the woman, “because I 
believe you can do two washings 
with it much easier than one with- 
out it and because I believe that a 
woman who dresses her children as 
freshly and cleanly as you do, is 
worth something to the community, 











and I do not want you to work your- 
self to death.” 

The credit rules of the store did 
not permit such deals, but the mer- 
chant, a partner in the store, took 
the account himself. The woman 
eventually paid all that was expected 
of her. 

A salesman told us only recently 
of a disappointment in making a 
sale because the buyers could not 
find a way to meet the installments 
he required. They were very LIVE 
prospects as to LOVE and PRIDE. 
but short on MONEY. Two weeks 
later they walked into the store and 
bought because the husband had an 
increase in pay. 


Workable rules for selling have 
never been written into books or 
magazine articles, for they are as 
variable as the human mind, and a 
moment’s reflection will assure you 
that human minds and emotions are 
as variable as our population. 

It is generally regarded that large 
appliances are sold chiefly to women. 
We agree with that, but we believe 
that the statistical minds that figure 
these things are apt to neglect the 
man, and they fail to take into con- 
sideration some quick sales made 
over the counter to men who buy 
these things as a surprise for the 
wife. In such circumstances, the 
man is usually somewhat embar- 
rassed. We never could understand 
why it embarrassed men to admit 


% 
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they were doing things for their 
wives. 

It seems, however, that the mas- 
culine element has entered strongly 
into electric refrigerator sales. More 
strongly perhaps than in other 
major appliances. Some figures in 
this regard were read to a party of 
salesmen recently and three of them 
exclaimed “cocktails.” 

That is one explanation, but we 
believe there is another. Many hus- 
bands, we believe, are sympathetic 
with their wives and wish to see 
them get as much out of life as pos- 
sible. Women, as a rule, we believe, 
are unselfish about spending the 
family money solely for their own 
benefit, and in many cases an ap- 
pliance is not bought for that very 
reason. A specific case came to our 
attention recently: 

This family lived on the edge of a 
small town. The children went to 
school in a bus and had lunch at 
school. The iceman reached this 
home at noon, which made it prac- 
tically impossible for the woman to 
leave home and get ice the same day. 
She did not think this a sufficient 
excuse for spending $300 or more 
for an electrical refrigerator. The 
husband did, and planned the pur- 
chase as a surprise. LOVE. 

a 
— —_ 


en 


Another case is of a man and wife 
living in a New York apartment. The 
ice comes by dumb waiter and it 
had to be lifted from the dumb 
waiter to the ice box. The wife 
was none too strong, but she insisted 
that this money should not be spent 
on her account. This husband, like 
the one in the previous story, does 
not drink, but he bought the re- 
frigerator as a surprise. LOVE. 


The successful salesman is a man 
who appreciates human impulses. 
Often he does not know that he is 
a psychologist, but if you can per- 
suade him to talk as he thinks, you 
will find that he is, and that he is a 
good one. 

The hardware merchants we know 
rank very high as _ psychologists. 
Usually they are men of family, 
straight thinkers and fully appre- 
ciative of their fellow man and 
woman. Often the home is second- 
ary to the store. 

These men, if they have the will, 
can make excellent homeservice 
salesmen of themselves. The writer 
once heard a hardware merchant 
name 100 families in his trade com- 
munity and tell cleary and pointedly 
why or why not these families were 
good prospects for major appli- 


ale aati aia 


ances and what appliance he thought 
they would buy first and why some 
of them would buy in the county 
seat or of a mail-order house instead 
of from him. We do not know how 
his estimate eventually was graded, 
but we do know that this merchant 
did very well with electric appli- 
ances for a year after electricity 
came to his village. 

This merchant was an expert 
psychologist, but we doubt if he had 
ever read a book on psychology. We 
believe there are many like him. 

The merchant who realizes that 
his competition is not with another 
make of washer or refrigerator, but 
with some other commodity, will 
make a long step toward serving 
himself and his community best. 

The American people have sud- 
denly come into wealth. There is 
a greater spread today between in- 
come and necessity living expenses 
than ever before. This means that 
people have more money to spend 
than ever before and they are in a 
quandary as to what to buy. 

It often is a choice between a 
washing machine and a fur coat. 
Certainly, the merchant who takes 
that money for the lasting health 
and happiness the washing machine 
will give is a benefactor. 





New Things 


(Continued from page 124) 


you will realize that this was a dar- 
ing adventure. Light and power 
companies were giving away lamps. 
The lamps themselves were nothing 
to brag about from our present day 
standards. It seemed that dealers 
and jobbers stocking them were look- 
ing for trouble. 

Last year this company had a 
$150,000 volume on lamps! 

How many merchants who scorned 
incandescent lamps at a much later 
period than 1902 now wish that they 
had accepted them and had built con- 
sistently toward such a trade in- 
crease as this? 

New things! Certainly. No ex- 
perience with new merchandise is 
ever a total loss. There is always 


experience to be gained. If the mer- 
chant selects his new things cau- 
tiously and accepts chiefly the new 
things made by the makers of the 
old, he will almost invariably get a 
profitable experience out of them and 
with considerable regularity he will 
make a ten strike. But a radical 
new thing, made by an unknown 
company is to be approached with 
caution—but approached. 


Percolator Sales Points 

ERE is an interesting classi- 

fication of salespoints for an 
electric percolator. Sales talks are 
always better if the salesman has a 
clear conception of the points he 
wants to make. 

1. Electric percolation brings out 

the deep flavor, the exotic aroma of 
your favorite coffee. 


2. Every drop of coffee made in an 
electric percolator is good; there are 
no grounds, no dregs. 

3. Coffee served from an electric 
percolator on the table is always 
steaming hot. 

4. Making coffee in the electric 
percolator at the table does away 
with running to the kitchen for 
second cups. 

5. From a pound of ground coffee 
electric percolation will produce more 
beverage of the desired strength. 

6. The “perking” of the coffee adds 
a bit of atmosphere that enhances 
the enjoyment of the meal. 

7. Percolators—especially those of 
the newer designs—have an orna- 
mental value that lends additional 
charm to the appearance of the din- 
ing room. 
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Outstanding quality 
and performance at a popular price! 


BEE-VAC 


DeLuxe, Ball-bearing 


ELECTRIC CLEANER 


Consumer’s price 


$39-75 


(Attachments $8.00) 


We have been pleased to have dealers tell us— 
as many have—that the DeLuxe Bee-Vac rep- 
resents to them the finest in electric cleaner 
quality, beauty, performance and value. 


We are pleased with these reports; first, be- 
cause they are true. And, second, because they 
explain in terms of results, many of the unusual 
features of this exceptional cleaner. 





They explain, for example, why the DeLuxe 
Bee-Vac with its larger 4 hp. motor, produces 
a suction power that is absolutely unexcelled in 
any cleaner, regardless of price. 


They explain, too, why this amazing cleaner, 
with its floating type brush, which assures per- 
fect contact with the rug at all times, gives un- 
beatable cleaning service, even under most 
difficult conditions. 


They explain, moreover, why this finest of Bee- 
Vacs, with its four position. nozzle, adjusts 
easily for the efficient cleaning of thickest, 
heaviest rugs, as well as the thinnest and 
lightest. 


Bee-Vac Motor Brush Cleaner They explain, finally, why the complete ball- 
Consumer’s price $3,97-50 bearing equipment of this DeLuxe cleaner 
(Attachments, $5.00) eliminates all oiling worry and assures a degree 

Model “G” Bee-Vac Cleaner, of smoothness, dependability and long life that 

with bronze bearings is entirely impossible with cleaners of the 


Consumer’s price usual sort. 
(Attachments, $5.00) With the broadening of the Bee-Vac Line, its profit 
Bee-Vac Electric Washer opportunities have become more remarkable than ever 
, : | before. You are urged to write for the Bee-Vac prop- 
1s grape ee s9o> rer osition. Address, Birtman Electric Co., Dept., D 344, 
‘nes 4140 Fullerton Avenue, Chicago, III. 
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Choosing an Iron to Make Happy Customers 


¢ 


your iron do not pull the cord. Pull 
the plug. Many good plugs are made 
so that they may be easily gripped, 
and whenever replacing plugs these 
easily gripped ones should be chosen. 
And don’t twist or snarl the cord. 

An appliance cord is made up of 
twin wires, each wire consisting of 
many fine wires twisted together. 
Rough usage, bending or twisting 
the cord may cause some of the tiny 
wires to become broken and result 


in a short circuit, putting your 
cord out of commission until it can 
be repaired. If this should happen in 
the middle of the ironing day, it is 


(Continued from page 130) 


easy to picture the inconvenience 
and delay which would result. 

Always connect an iron by plug- 
ging the cord into the wall outlet 
first, then making connection to the 
iron. Some women do not like to do 
this because of the slight flash or 
sizzling noise which occurs when the 
plug is slipped over the contact pins. 
This flash is nothing which can pos- 
sibly cause any trouble. It is simply 
a friendly signal that the current 
has passed from the cord into the 
iron. 

It is always highly advisable to 
connect an electric iron by means 
of a wall outlet. This outlet should 
be about waist high from the floor, 
and located to the right of the oper- 
ator. It is a good plan to have this 
outlet equipped with a red indicator 
which will light up when the current 
is on and go out when the current is 
turned off. 

In case it is absolutely necessary 
to connect an iron to a light socket, 


due to a lack of proper service out- 
lets, use this method for making 
the connection. First pull apart the 
separable plug. Screw the cap sec- 
tion into the socket, with the current 
turned off. Insert the terminal sec- 
tion into the cap section and turn 
the current on. Finally connect the 
heater connector at the other end 
of the cord to the iron. 

In disconnecting, first turn off the 
current, next remove the cord from 
the iron and pull the separable plug 


apart. Then unscrew the cap por- 
tion.of the plug from the socket. 
This method causes the least strain. 








ator on the market. 
industry. 


205 East 42nd St. 


OINT by point, compare the new 
Holmes with any electric refriger- 
It sets a high 
mark in America’s fastest growing new 


HOLMES PRODUCTS, INC. 
New York City 


1-ROTOMATIC 
2—-COLOR 
Color clinches the sale that the 


exclusive Rotomatic Switch starts. 
Order from your jobber today. 


At all dealers 
FRENCH BATTERY COMPANY 


HOEMES 


ELECTRIC REFRIGERATOR 


Confidence in PAampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


nmchte eeeek 
4 . ve., 
3 Chicago 


ROTOMATIC 
SEARCHLIGHT 


aAY-D-VAt 














ome into 
239 W. 39th St. 


New York City 


We will be glad to 
help you with your 
sales problems. 

Mass. 
“Licensed under the General Elee- Hardware Age 


trie Company’s Incandescent Lamp 
Patents.” 
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A. C. Ceiling Fan 


This popular model of ceiling fan has 
been redesigned as to mechanism to 
eliminate noise and oil leakage, but 
popular mechanical and appearance 
features are retained. Two speeds, 


526A 


350 and 275 r.p.m. Four wooden blades 
can be reversed to direct breeze to 
ceiling. Regular finish is black enamel, 
hardwood blades finished in mahogany 
Special finishes to order. Price $40 
for 110 volts, 50 or 60 cycles and $42.50 
for 220 volts. Robbins & Myers, Inc., 
Springfield, O. 


Portable Washing Machine 
This washing machine weighs 17% 


lb. and is about the size of a bushel 
basket and can be placed on a table, 


drain board or other handy place for 
use. Six shirt capacity. Method of 
washing is to create a vacuum above 
clothing, which forces water through 
fabric about 50 times a minute. No 





churning of metal parts to injure finest 
fabric. Popular with families sending 
heavy clothing to laundries, or for 
small children wash. Business women 
like it. The Cinderella Washing Ma- 
chine Co., Cleveland, Ohio. 


Window or Transom Ventilator 


This ventilator for home or office is 
a fan set in an adjustable fixture that 
fits into window or transom. It can be 
firmly installed with four screws by any 


handy man. Does not interfere with 
closing window. Fine to remove cook- 
ing odors from home and effective in 
heating or cooling house or office. 


Blades are a patented “eagles hump” 
design. Becomes part of Universal 
line. Landers, Frary & Clark, New 
Britain, Conn. 


Table Stove Waffle Iron 


This waffle iron has been added to 
the equipment of the Armstrong table 
stove, which adds waffles to the boil- 
ing, broiling, toasting, frying, poach- 


ing and ee operations previously 
recommended. he waffle iron fits in 
the stove and retails for $3.50. Arm- 
strong Electric & Mfg. Co., Hunting- 
ton, W. Va. 





SOLD BY JOBBERS 


Society, Cambridge, Mass. 
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A Hygrad? window of the Harvard Cooperative 





AMR AMTWIMIMIAEMANMIMIMINI MINI At NnIiniMmimi rrr reer) es es es ow ot owe 


At the same price—in the same store 


Hygrade outsells competing line 


Side by side the Harvard Cooperative 
Society displayed them— 
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the lamps they had feat- 
ured for many years—and 
Hygrade. 
sales forged stéadily ahead 
of the competing brand. 


And Hygrade 


Dealers throughout the country have 
found that if Hygrade lamps are promi- 
nently displayed, customers are willing and 


eager to buy them. 


HYGRADE LAMP CO 


GENERAL OFFICE 


AND FACTORY 
Licensed under General Electric Company's Incandescent Lamp Patents 


SALEM Mass 


—$—$—<—$< eee ~ 
Cop ase ese eee MT TOT RR A ht 
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Electrical Goods Section 














140 HARDWARE AGE for MARCH 28, 1929 





Classified Opportunities 





Use the “Classified 


Section” to reach Hardware Manuf. 


Opportunities acturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements = replies to 


Opportunity Exchange Section 





BOXED DISPLAY RATES 
Rach abditenes tath....; Senex +++. 400 








On 0A, Bete of © Rees.. ee 
Each additional line 

All Minimum of 6 lines.» 40 

Each ad 80 


Average 10 words to a line 
Allow One Line for Keyed Address 
Samples of merchandise, literature, oi etc, 

a 





Discounts for Classified Advertising 
teat OR a> 6 Gees, OS 
oe 


Remittance Must Accompany Order 





BUSINESS OPPORTUNITIES 


FIXTURES FOR SALE—Heller () Section Combination comprising 
one tool get ‘we sections i If boxes. Total | age about 25 ft. 
Used a short t wo floor cases. One 9 ft. One 7 ft. One cash 
register. C. H. SARLING COMPANY, Woonsocket, R. I. 








housefurnishing store, best loca- 
nearly all cash. Up-to-date 
Must act quick. 


UNUSUAL BUY—Hardware, paint, 
tion in Westchester County, good trade, 
fixtures, clean standard lines. Price right for cash. 
Box 1-325, care of Harpware Ace, New York City. 





FOR SALE—OLD ESTABLISHED HARDWARE AND PAINT 
BUSINESS in Cypress Hills Section, willing to sell to party that has 
a thorough knowledge of business. Will consider partner. Address Box 
1-322, care of Harpware Ace, New York City. 





FOR SALE, TO CLOSE AN ESTATE, a hardware business, which 
will inventory "about $8,000, located in Middle West manufacturing com- 
munity. Address Box 1-319, care of HArpware Ace, New York City. 





FOR SALE—A LIVE GOING HARDWARE BUSINESS in a 
eastern Minnesota town of 1000. Stock will inventory about $5000. Good 
reasons for selling. Write Lock Box 707, Rochester, Minn. 





HELP WANTED 


LARGE BUILDERS’ HARDWARE MANUFACTURER has opening 
on staff for thoroughly experienced builders’ hardware contract salesman. 
Must be capable of estimating on all classes of New York Building. abrefer 
man w called on New York City architects and builders. Address 
Box 1-295, care of Harpware Ace, New York. 








YOUNG MAN WANTED WITH_EXPERIENCE in selling janitors’ 
and factory supplies in New York City. Salary and commiss: One 
with following preferred. Address Box 1-308, care of Harpware AcE, 
New York City. 





WANTED—A THOROUGHLY ag hy meg MAN to work in a 
la: suburban hardware store or New 7, State 

age, a and salary desired. Address Box 1-273, care of HARpware 
Acs, New 





POSITIONS WANTED 





CAPABLE EXECUTIVE—Competent hardware man as buyer, mer- 
chandise or sales manager, familiar with mill supplies, pounstucathiaen, 
electrical, radio and auto supplies. Under 45 years of age. Well ac- 
quainted "in the trade. Highest of references as to ability, character, etc., 
Se parties interested. Address Box I-315, care of Harpware AcE, New 

ork 


STORE MANAGER OR ASSISTANT, 
and buying hardware, paints, Tn 
location. Age 42 years. Address Box I-31 
New York. 





15 years’ experience selling 
Best references. Any 
care of Harpware Ace, 


Hardware 


tanities, 2308 W 


~~ * ~ guy ‘ore Ken 





Harpwars Acer is published each Thursday. 


Forms close Nine Days previous to date of 
publication. 


more than ordinary reforwarding postage should not 
aumbers. 








POSITIONS WANTED 


SUCCESSFUL RECORD, selling 
rtment store trade—New York State— 





SALESMAN—20 YEARS’ 
ware, Housefurnishing and 
Pennsylvania—Central New . 
nections—want to change to one a. anufacturer’s line. If you can 
essive responsible salesman of good jeden business getter 


use an a: 
1-301, care of Harpware Acz, New York. 


Address 





SALES ACCOUNTS WANTED 








WANTED 


Sales Representation and Distribution, either or both. Builders’ 
hardware or specialty in Penna,, New Jersey, Del. and Maryland. 
Ten years experience, wide acquaintance among both Hardware and 
Archt. trade. Willing to take a product nae gp B missionary work. 
[f'wo men comprises selling force. Past record to prove pos- 
sible results. Have — located Phila. office and warehouse 
facilities. Address -326, care of Hardware Age, 
New York City. 














SALES ACCOUNTS WANTED—National sales organization w-th 
branches in important cities desire to add several high i i lines nd 
to retailers and jobbers. Nationally known lines preferred, though no 
objection to introducing merchandise with merits. Our present connections 
oe “ this “Ad.’’ Address Box 1-290, care of Harpware Ace, New 

or ity. 





THOROUGHLY EXPERIENCED PRODUCING SALESMAN | of 
unquestionable integrity desires connection with one or more manufac- 
turers of hardware and kindred lines catering to dealers, department stores 
also lumber companies, etc., for New Orleans, Louisiana territory. Head- 
quarters in New Orleans. References exchanged. Address Box I-310, 
care of Harpware Ace, New York City. 





SPECIALTY SELLING. Wanted’ for Illinois on commission a hi 
class q quality ty. or short lige that repeats.- aw « entire State 
thoroughly ,in car. 2000 li weled terri 
tory 12 years. Am .a. reliable -volume prodyerts.« C as ‘VERTREES, 
Box 235, "Peoria, Illinois. 


¥: 


silaientiitbemmmatinte 





SALES REPRESENTATIVES. WANTED 








Paints and Varnishes make excellent side lines for sales- 
men calling on hardware dealers or industrial trade. We 
manufacture complete line. Full credit on repeat orders 
and protected territory. Liberal commissions. Reply in 
confidence to the Upco Company, 4805*Lexington Ave., 
Cleveland, Ohio. In business 47 years. 





ry) 








= 





SALESMAN—WITH CAR, 12 YEARS’ SELLING EXPERIENCE 
calling on hardware and woodenware jobbers, department stores in greater 
New York, New Jersey, Pennsylvania, Maryland and Washin on, D. C., 
desires position with reputable manufacturer. Salary or commission basis. 
Address Box I-318, care of Harnoware Ace, New York City. 





EXPERIENCED HARDWARE AND TOOL SALESMAN wants con- 
nection with reliable manufacturer—Cleveland and vicinity territory. Ad- 
dress Box 1-314, care of Harpware Acr, Cleveland. 


WANTED—POSITION AS TRAVELING SALESMAN in Texas 
and adjoining states, calling on hardware trade with good factory lines, 
or jobber’s line. Have had 20 years’ experience in hardware business. 
12 years with one of Texas’s leading wholesale houses whom will give 
as reference. Address Residence, 512 S. Beckley Ave., Dal'as. Texas. 





SALES REPRESENTATIVE. Desirable item for hardware jobber 
salesman. Must have established acquaintance with jobbers throughout 
the United States. Write for particular giving ra experience. Ad- 
dress Box I-321, care of Harpware Acz, ork City. 





BY MANUFACTURER, SALESMEN WITH STANDING, hardware 
and housefurnishing t ts commission basis, New York State, Eastern 
Pennsylvania, Maine, N. H. and Vermont. Address Box I-320, care of 
Harpware Ace, New York City. 








SPECIALTY SALESMEN CALLING ON THE pot wen ohne 


TRADE. We have a side line of a popular article used in 
ket sample. Libera! commission. CAMBRIDGE-WHEATL Tey’ CO.. 


pt. “C,”’ Covington, Ky. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 








SALES REPRESENTATIVES WANTED 











ATTENTION 


JOBBERS— 
% SALESMEN COVERING JOBBERS— 


{ Open to live wires in the above class, several 
protected territories on a product of the highest 
grade and proven merit—the oldest of its kind 
on the market—unapproachable in performance. 
Offer carries most attractive remunerative mar- 
gin. We stand back of our product with “Money 
Back Guarantee on Practical Results Obtained.” 










- 





Write for details. Inquiries treated in confi- 
dence and with promptness. 


Address Box I-316, care of HARDWARE AGE, 
New York. 


wwereeeweueuvuevre”’' 














REPRESENTATIVES WANTED—To sell high grade white and col- 
ored enamelware. Exclusive territory to producers. Commission basis. 
Prefer salesmen covering territory in car handling one or two non-conflict- 
ing lines. Give detailed information as to experience and qualifications, 
otherwise application will not be considered. THE STRONG MANU- 
FACTURING COMPANY, Sebring, Ohio. 





THOROUGHLY EXPERIENCED HARDWARE SALESMEN for 
Suffolk County, Long Island, Westchester County, New York, and Sussex 
County, New Jersey. Only those having had previous wholesale hardware 
neg 8 aaa need apply. Address Box I-278, care of Harpware Acs, 
vew York. 





EXPERIENCED HARDWARE SALESMEN FOR LIVE WIRE 
jobbing house calling on retail hardware trade with following in any of 
these territories: Westchester County, Brooklyn, Bronx or New Jersey. 
Address Box I-323, care of Harpware AcE, New York City. 





COMMISSION SALESMEN IN EACH STATE for manufacturer of 
aand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acer, New York City. 








LET US Help You Word Your “Want.” 

















Are You Looking for 
REAL Sales Representatives? 











The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 








Instantly Popular With the Public 
New Decorative 


MOORE PUSH-PINS 


4 colors—3 sizes—Gilt Decorations 














List Price $4.80 Dealers’ Price $3.00 
Packed 48—10c. blocks to Display Box 


MOORE PUSH-PIN CO. 
(Wayne Junction) Philadelphia 










The reputation of 


Brown €& SHARPE 
TovtLs 
for Accuracy and Reliability 
finds them a ready market 
wherever metal is used 


OWN f FC 












Ki vs 





” VID. 


Worlds Standard of Accuracy 


















CANS and PAILS 


have outstanding advantages that 
increase sales and profits. The big, 
spring selling season Is here. There 
is still time to get in. Ask your 
jobber at once or write. 


THE WITT CORNICE CO. 
Can Specialists Since 1890 : 
2114 Winchell St., Cincinnati, O. 


WITT are the only 
guaranteed cans and 
pails on the market 
—guaranteed to out- 
last 3 to 5 of the 
ordinary kind. All 
sizes and styles. 














RS CUSHION TIRE | 


\ STORE LADDERS 


Insure perfect shelf service for any 
line of merchandise. Deep tread steps, 
eer spaced, with convenient full 
> Say length handholds on both sides of 
a ladder permit mounting or descending 

with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
inate noise and —— vibration. Erection as simple 
as A,B,C. Utilize small space. Make top shelves 
safely available for stock aa. One style— 
neat of design—nicely finished—any height ceil- 
ing. Thousands in use. Circular on request. 


me FEMYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


HUALANA}) 


ity 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is 


hliched 





4 ni and not 
No allowances will be 


made for errors or failure to insert. 


as a part of the advertising contract. Eyery care will be taken to index correctly. 





A 


eee TN A, occ ccesise — 
Acme White Lead & Color 
PS! dcsWeiesesacsecdes sxe —_— 
Addison-Leslie Co. ........... 28 
pe DR GG. ss 00's 40 00.0 ve _ 
ge ere -- 
Alexander Hamilton Institute... — 
OS 6 — 
Allith-Prouty Co. 
Allweather Ventilator Co...... 
Almo Trading & Imp. Co...... — 
eee — 
Aluminum Prods. Co. ........ == 
Aluminum Wares Association... — 
American Chain Co........... -- 
American Flyer Co. ........... -- 
American Fork & Hoe Co.... — 
American Gas Machine Co..... — 
American Handle Co. ........ — 
American Mutual Liability In- 
surance Co. 
American National Co......... — 
American Ring Co............ -- 
American Saw & Mfg. Co. ... 104 
American Screw Co........... = 
American Sheet & Tin Plate Co. — 
American Steel & Wire Co..... — 
& Tele- 
eo) — 


American Telephone 
American Weekly ............ - 
Ames Shovel & Tool Co....... -- 
Animal Trap Co. of America... — 
Anti-Borax Compound Co. .... — 
oe a ee a= 
Armstrong Bros. Tool Co. .... 107 
Armstrong Mfg. 
Art Metal Works............. -- 


ee -- 


ok ee er 42 
Ales Tack Corp. .....6....00. 105 
a eee 28 
B 
Babcock Co., The, W. W...... 30 
Baeder-Adamson Co. .......... -- 
NR caine cheadasintes — 
Banks Steel Post Co. ......... os 
Barney & Berry, Inc. ........ —_ 
IS cea denna cnaseess as 
Beardsley & Wolcott Mfg. Co. — 
Beckley-Ralston Co. ........... — 
Beckwith Co., Inc. ........... — 
Be Oe Ea ecb secscdccoss 96 
Beisser Key Machine Co. ...... “= 
Belfonte Steel & Wire Co...... — 
Pes GG OM. vasa ecccess — 
Bergman Tool & Mfg. Co. .... — 
De Gis es OND. vacccceee — 
Bethlehem Steel Co. .......... 41 


Birtman Electric Co.......... 137 


Bissell Carpet Sweeper Co..... 
RE We GE, nc kcenvansess >> 
Blaisdell Pencil Co. .......... 
Bluffton Slaw Cutter Co....... 
Bommer Spring Hinge Co..... 
ge ee ee ere 
Boston Varnish Co. ..........- 
Boston Woven Hose & Rubber 

OE Src ceshexsacheotacsaens 
Bowen Products Co. 
Brach Mfg. Co., L. S......... 
Brainerd Mfg. Co. 
Brecher, August 
Bridgeport Hardware Mfg. Co.. 
Bridgeport Screw Co......... 
Bright Star Battery Co........ 


Brown & Sharpe Mfg. Co..... 
ONG, nb 4.0%00%0500 
Buffalo Wire Works Co., Inc.. 
Bunting System, The ......... 
Burgess Battery Co. .......... 


Burley & Winter Pottery Co... 
Burnley Battery & Mfg. Co... 
Burton Boston Brush Co. ..... 


Cc 


Caldwell Mfg. Co. 
Capital Furn. Mfg. Co......... 
Carborundum Co. ............ 
oe es ere 
Chain Products Co. ........... 
Chase Brass & Copper Co..... 
Cheney & Sons, S. 
Chevrolet Motor Co. .......... 
Chicago Flexible Shaft Co. 

Chicago Roller Skate Co...... 
Colca. Gibber Ces oo.ccecces 
Chicago Spring Hinge Co..... 


Chicago Toy Fair Association. . 
Chromium Engineering Corp... 
Clatiata Mig, Ob.....6255..0 
es eer Oi. «ss 555.05 55005 
Clayton & Lambert Mfg. Co... 
Clemson Bros., Inc. ........+, 
Cleveland Stone Co., Inc. ...... 
Cleveland Wire Spring Co..... 
Cleve-Way Mfg. Co. .......... 
OS oe ee 
Coldwell Lawn Mower Co...... 
Coleman Lamp & Stove Co.... 
Columbian Rope Co........... 
Columbian Vise & Mfg. Co.... 
Conestoga Corp. 
Congoleum Nairn, Inc. ........ 


Conlon Corporation ........... 
Consolidated Electric Lamp Co. 
Continental Screen Co. ........ 
Continental Steel Corp. ....... 
Cook’s Sons, Inc., Adam...... 
Cook Company, H. C. ........ 
Corbin Cabinet Lock Co....... 





141 


138 





GE, ol Miswiwrbctceascees -- 
Corbin Screw Corp. ........... 107 
Comcoran’ Siig. Co... ccnvcstes _ 
Cortland Grinding Wheels Corp. — 
Crescent Tool Co. o......000.. — 
Cronk & Carrier Mfg. Co...... _ 
Crown Cork & Seal Co. ...... 105 
Cyclone Fence Co. ........... — 
D 

Sy Se. GA ks cnav oss cwsee _ 
ey Pee Gee: A snc deste -- 
Dazey Churn & Mfg. Co....... — 
De Laval Separator Co. ....... 

TR Ms Sab wiiteae Sate o9 -—- 
NN, MGM. aed uc kus uasaen as 107 
Detroit White Lead Works...19-20 
Devices Corporation .......... a 
Devoe & Raynolds............ 27 
Diamond Calk & Horseshoe Co. — 
ete Ges, Te ass 2 iss iv cease _- 
Display Material Co.......... — 
Disston & Sons, Inc., Henry.. 5 
Dixon Crucible Co., Joseph.... 29 
Domes of Silence, Inc. ........ 144 
Dabinn Go, Tee se cisicsesss — 
ie ae, _- 


Duluth Show Case Co......... -- 
Du Pont de Nemours & Co., 


a: Peaeank shiiny sai da ve ree — 
E 
eee ROO nods sic eadew as « — 
Eagle-Picher Lead Co......... -— 
ES oa re 
Eastern Tool & Mfg. Co. ..... 97 
Eclipse Machine Co. .......... = 
Edison Elec. Appliance Co.... — 
a Fi erent cate PP eee -- 
Eisenmenges, Willy .......... 106 
Se en WOR och a's 0400's 0:0 — 
Electric Sprayit Co........... 99 
Evansville Tool Works........ 11 
Everedy Ge., The......+..cce0s -- 
F 

F. & N. Lawn Mower Co., The — 
Folstensths: Go... d0s ciivadicccdsee -- 
Fairmount Tool & Forging Co. — 
Fate-Root-Heath Co. ........-+ 102 
Faultless Caster Co. ........-- — 


Federal Enam. & Stpg. Co.... — 
Federal Washboard Co., The... — 


Fitzgerald Mfg. Co., The.... — 
Flexible Steel Lacing Co....... -- 
Forsberg Mfg. Co. .........-- — 
Foster Bolt & Nut Co. ........ -- 
Pimats Til. GG. eos i ccccccese 17 
Frederick Co. ..... 125-126-127-128 
Freed-Eisemann Radio Corp.... — 
French Battery Co. ........... 138 
Freshman Co., Chas. ......... — 





G 
Gates Rubber Co., The........ _ 
Gendron Wheel Co. .........- — 
General Fireproofing Co. .....- - 
General Wheelbarrow Co. ..... — 
Geneva Mfg. Co. ....--+.eee0e ae 
Getz Power Washer Co. ...... = 
Gierling, Emil ........ccccces _ 
Gilbert & Bennett Mfg. Co.... — 
Gilbert Clock Co., Wm. L..... —~ 
Gillette Safety Razor Co. ..... — 
Globe Vacuum Bottle Co...... _ 
Good Housekeeping ..........-- — 
Goodell-Pratt Co. ......--e+e0- _ 
Goodrich Rubber Co., B. F., 
RO ceaswssas® osbseves ecooe 
Grand Rapids Hardware Co.. — 
Graff-Underwood Co. ........- — 
Granite State Mowing Machine 
GA vie pnieerncevisserntets 96 
Green Co., The ...cccccccces 96 
Greenfield Tap & Die Corp.... 2 
Greenlee Tool Co, .....-.+.++. 3 
Gelia: Bile, Ces sce c Seccvces 94, 95 
H 
Hamilton Beach Mfg. Co...... 13} 
Hardware Age Catalog........ = 
Harrington Cutlery Co. ...... _ 
Hatfield Rubber Works, Inc.... — 
Heller & Co., W. C......see0. 105 
Henckels, Inc., J. A......+++++ — 
Hercules Powder Co. ......-. = 
Hercules Prods., Inc. ........ _ 
Herschel Mfg. Co., R......-++ _ 
Hibbard, Spencer, Bartlett & Co. — 
Hillerich & Bradsby Co...... ~ 
ee eee rere eee _— 
Holmes Products, Inc. ........ 138 
Holzindustrie Stadtilm ........ _ 
Hoover Co; ..cccsscvcccces sien 390 
Hoppe, Inc., Frank A......... —_ 
Horton Mfg. Co. .......cccee- — 
Horton Mfg. Co.........cc0e -- 
Household Magazine, The.... — 
Huenefeld Co., E. H.......... -= 
Wey Bi We eee ess ce ees —_— 
Hurley Machine Co. ....... eo 
Hygrade Lamp Co. ...... Pe * 
I 
Imperial Bit & Snap Co....... -- 
Independent Lock Co.......... — 
Indianapolis Plating Co....... _ 
Indiana Rolling Mill Co....... — 
Indiana Steel & Wire Co...... 6 
International Nickel Co. ...... — 
International Silver Co. 
37-38-39-40 


Tves.Co.5 Th. Bi cicavccccsseve 204 





THE DASH (—) 


INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every 


care 


jo allowances will be made for errors or failure to insert. 


will be taken to index correctly. 





J 


Jennings Mfg. Co., Russell.... 104 

Johaneson, Wales & Sparre, Inc. 107 

Johnson Arms & Cycle Works, 
Iver 


Kantlink Manufacturers ...... 
Kelly Axe & Tool Co......... 
Kenton Hardware Co......... 
Keuffel & Esser Co. ........ 
Keystone Steel & Wire Co.. 
Kilborn & Bishop Co. ........ 
a oc ee 
oe ge Ee ree 
Kohler Die & Specialty Co.... 
Kokomo Stamped Metal Co.... 
oo Ss ee eee 


L 


Ladder Mfrs. 
WO SLAY Solan oda e's banter 
Lamson & Goodnow Mfg. Co. — 
Lamson & Sessions Co........ 
Landers, Frary & Clark....... 
Lendzion Leather Goods Co.... 
Libey-Owens Shet Glass Co... 
ee er eer ere 


Assn. of Amer- 


Liquid Veneer Corp. ......... 
BG WEEE: CB. havc. cswasce 
Lucas & Co., Inc., John........ 
BR RE OR: vais encee tae 
Lupton’s Sons Co., David 


McKinney Mfg. Co. 
Malleable Iron Fittings Co..... 
Mansfield Tire & Ruber Co... 
Martin-Senour Co. 
Martin Varnish Co........... 
Marvel Rack Mfg. Co........ 
Master Bake Pot Co. 
Master Plier Corp. ........... 104 
meattntuck Mig: Co. ..ccccecee 
Maydole Hammer Co., D. 
Meisselbach Mfg. Co., A. F.... 
SE Gs ocd tres sane Us sade 
Metalcraft Corp. 
Metal Ware Corp. ......... wee 
pe a ee 
Mit-Shel Stamping Mfg. Co... 
Moore Push Pin Co. 
Morrill, Inc., Chas.......0.0- 
Morse Twist Drill & Machine 

Co. 
Murphy’s Sons Co., Robert.... 
Murphy Varnish Co. ......... 
Myers & Brothers Co., F. E. .30, 141 


N 


National Carbon Co. ......+.«. ° 
National Enameling & Stamping 

MME sae ares kon naan Sa eas 
National Lead Co. 
National Mfg. Co.-...2...0ce02 
Nelson Mfg. Co., Inc., L. R.. 
New Delphos Mfg. Co. ........ — 
New Jersey Zinc Company.... 
New York Wire Cloth Co..... 
Nicholson File Co............ 
Nilco Lamp Works, Inc....... 
Norcross & Sons, C. S....... — 
North. Bros. Big: Ces... .65 00 


oO 


O-Cedar Corporation 
Octigan Forge & Mfg. Co.... 
Oliver Iron & Steel Corp...... 
Oneida Community, Ltd. 
One Minute Mfg. Co. ........ 
Ontario Knife Co. 
Gubeese @ Cbi5 GC. Sic cnc ces 104 
Osborn Mfg. Co...... I eS -- 
RNS AMO. Sie cs ccciaenes 


P 


Page Steel & Wire Co........ 
Ore re eet ee 
Parker-Regan Corp. ........... 
Patent Novelty Co. ........... 
Peck, Stow & Wilcox Co...... ~- 
Peerless Elec, Co. 
Peerless Handcuff Co. 


Penn & Atlantic 
Hdwe. Asso., 


Penn. 


Seaboard 


Lawn Mower Works... 104 
Perfection Stove Co., Inc...... 
Peters Cartridge Co. ......... -- 
FN, UN GGs iodivee cca bacee 
Philadelphia Lawn Mower Co. 
pe eo ee eee 
Pioneer Pole & Shaft Co...... 
Pittsburgh Plate Glass Co..... 
Pittsburgh Steel Co. .......... 
a ee 
Piumb, Inc., Fayette R. 
Plymouth Rubber Co. 
Popular Science Monthly...... 
PRU is Ms cheek dinseged 
Pratt & Lambert, Inc......... 
Progressive Mfg. Co.......... 
ges SE ae ee 
Son i AB ee ee 104 
Pyrex Sales Division 36 


R 


Reading Iron Co..........- oe 
Reed & Prince Mfg. Co. ...... 101 





Remington Arms Co., Inc..... 
Remington Cash Register Co., 
Inc, 


85 


Reynolds Wire Co. ........... 102 
ae Sree 
Richards-Wilcox Mfg. Co...... 
Richland Rubber Co. ......... 
Rite Hdwe. & Mfg. Corp...... — 
nen Coy ON Cie dc 86s. 101 
Robbins & Meyers, Inc......... 
Robertson, Arthur R.......... 
Rose Mfg. Co., Frank ........ 
Rose & Brothers, Wm. ........ 
Pete SG CRG cade ccbiteccce 
Ruby Chemical Co. ........... -- 
Russell, Burdsall & Ward Bolt 

PANN a 5 Soe ee Nace es be 
Russell Cutlery Co., John...... 
Rutland Fire Clay Co. ....... 


87 


Ss 


eres, 20, DOG sia cw cas ~- 
Samson Cordage Works ...... 
Sand’s Level & Tool Co. .... — 
OE ge |. 


oN eS 


Savory, Inc. 


IN NEY CANS 90 Serecdseees _- 
Schrade Cutlery Co. .......... -- 
Segal Lock & Hardware Co... 
Shapleigh Hardware Co....... 
Sheffield Bronze Powder Co.... 
Shelby Spring Hinge Co....... — 
Sherman Mfg. Co., H. B...... — 
Sherwin-Williams Co. ......... ~- 
Showearder, Inc. ......0cce0. -- 
Sidway-Topliff Co. 
ENE, SME OG isbbi eck nas ee 
Simonds Saw & Steel Ch... -- 
Simonds-Worden-White Co. 
Simonsen Iron Works ........ -- 
ES BO og kevas.veisitenics 100 
Smith & Co., Inc., D. B....... 
Smith, Inc., Landon P........ 
Smith & Sons, Inc., Seymour... 
O° Se 107 
SHUTS WHOICG. 660 csccccceve 
Standard Gas Equip. Co...... 
Standard Oil Co. of N. J...... 
Standard Tool Co. 
Stanley Works 
BUN Rass has ncéccdewsas 104 
weeetes He Ca Bi Cos ccicces 
Sterling Woodenware Co. .... 7 
Sevattem: BET Ce. sc cccccscces 107 


T 


Technical Glass Co., 
Templeton Kenly & Co., 
Three-In-One Oil Co. ......... 





Tilley Ladders Co., John S.... 97 


Toledo Metal Wheel Co....... — 
Toledo Wheelbarrow Co...... 106 
Tremont Nail Co. .........+.- -- 
Trimet Mig Co... cscceeycs — 
Trow & Holden......c.cccces 

Tubular Rivet & Stud Co...... 16 


Tucker Duck & Rubber Co.... 103 


Turner, Day & Woolworth Han- 
dle Co. 


Union Fork & Hoe Co........ — 
Union Hardware Co........-- -- 
Union Steel Products Co...... 


United Business Publishers, Inc. 
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United Publishers Corp........ -- 
U. S. Cartridge Co.......00-. —_ 
U. S. Chain & Forging Co.... — 
U. S. Leather Co........+e0e- -- 


United States Shipping Board 
Merchant Fleet Corp. 


Valentine & Co. 
Vaughan & Bushnell Mfg. Co.. 
Verified List 
Vichek Tool Co. 
Vollrath Co. 


Company, 
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Wade & Butcher Corp. 
Wagner Electric Corporation... 
Walworth Co. 
Warren Mfg. Co., J. 
Washburn Wire Co. 
Western Cartridge Co. .......- 


Western Importing Co. ....... 100 
White Co., H. C. ....-eseeeeee — 
Whiting Adams Co. .........++ 24 
Whitman Barnes Detroit Corp. 145 
Wickwire Brothers 15 
Wilson-Imperial Co. 
Winchester Repeating Arms Co., 
89-90-91-92 
Wiss & Sons Co., Jun. scccccss 
Witt Cornice Co. 
Wolverine Supply & Mfg. Co... 
Woodfix Prods. Co. .......... 
Wood Shovel & Tool Co...... 
Wooster Brush Co. 
Worthington Co., George 
Wright Steel Wire Co., G. F.. 


12 
105 


Y 
Yale & Towne Mfg. Co........ 


Z 
Zenith Radio Corp. .......+++. 








THE DASH (—) 


INDICATES THAT THE ADVER 


TISEMENT DOES NOT APPEAR IN THIS ISSUE 

















HARDWARE AGE for MARCH 28, 1929 








TWISTAR DRILLS 


Trade-Mark 


t’s All In the Twist 


Your attention is directed to the peculiar 
twist of TWISTAR Drills and the Special 
Alloy DROP FORGED Steel used in 
their manufacture. This steel is called 


KILBORN STEEL 


—the toughest steel known. Due to this 
twist, TWISTAR DRILLS clear them- 
selves of chips better than any other 
type of Star Drills. This feature is 
quickly recognized by mechanics and 
makes TWISTAR Drills fast sellers. 


Dealers find them the fastest selling 
Star Drills they ever stocked. Thirteen 
sizes: 14” x 12” to 1” x 24”. 

We are the originators of TWISTAR 
Drills. THE GREEN LINE 


includes Punches, Box Hooks, Drills, 
Cold Chisels, Screw Drivers and many 
other tools. 

Send for Complete Catalog. 


THE 
KILBORN & BISHOP CO. 


New Haven 
Manufacturers of ae 


“GREEN LINE TOOLS” 








DOMES of SILENCE 


Every Home Needs Them 


Every piece of movable furniture in the 
home needs Domes of Silence. The 
housewife finds them easy to apply—a 
hammer is the only tool needed. Once 
on, they stay put and stay sold because 
they move easily and silently and last a 


lifetime. 
If Your Jobber Cannot 


Supply You—Write Us 
Direct 


We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
| 21 Pearl Street New York City 











OW 


more than 
ever before 


it is essential that you study 
your market reports care- 
fully and consistently. 
Every important price 
change in the trade is re- 
corded in these columns 
weekly. 


The MARKET REPORTS 
as found in HARDWARE 
AGE are the most authen- 
tic published. 


Use them as a _ buying 
guide. 


\ety, 


Hardware Age 


239 W. 39th Street, New York City 
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SERVING THE CUSTOMER 


When a customer walks into your store and asks 


for a drill or a reamer, can you turn to a drill 
case and immediately hand him the. size he 
asks for?—Or do you have to fumble around in a 
drawer full of all sizes of drills before you find 
the size the customer asks for? A Whitman 
Barnes drill case is handy, convenient and adds 
to the attractiveness of your store. It means 


serving your customers better and without delay. 


‘WHITMAN BARNES- 
DETROIT CORPORATION 


Manufacturers of Canadian Factory 
TWIST DRILLS - REAMERS - CUTTERS CANADIAN DETROIT TWIST DRILL 
END MILLS «: COUNTER BORES : ETC. ~ OO.LTD.,WALKERVILLE ONTARIO 


NewYork *** DETROIT ~~ Chicago —_ 
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ONE GALLON U. S. STANOARO weASuRE 


know wnat yOu BUY | Maro \arnise 
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tener asnesceeaeaep etapa 


OUR customers are no longer content with If you are handling Martin’s 100% Pure Varnish, 
cheap adulterated varnish. Progressive dealers your varnish griefs are over—if not, we suggest 
have learned through years of experience that it is you write us for full particulars and special dealer 
much more profitable to handle a product that they proposition. 
can back up with full knowledge of its ingredients A quality product, a progressive merchandising 
and performance. The Martin Varnish Formula policy, adequate publicity—this cooperation, we be- 
of Purity is frankly printed on every can. lieve, will make your varnish sales more profitable. 


KNOW WHAT YOU BUY | 
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